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in the MEN’S CASUAL 
SHOE FIELD 


YOUR KEDSMAN SALE 
MAN HAS A RESA 
PLAN FOR YOU. 
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and this Fall you’re giving American men more for their 


“SMARTEST SHOES ON THE SQUARE” 


shoe dollars when you sell them Johnsonian Shoes. After 
all, it’s wear, good looks and downright comfort that 
they’re after, and they get it in Johnsonian Shoes. That's 
why Johnsonian sales are mounting and that’s why more 
retailers are realizing that Johnsonians are the right . 


the profitable shoes to sell them. 


SOHNSOMIAN DIVISION 


ENDICOTT-JOHNSON - NEW YORK CITY 
ENDICOTT, N. Y. + ST. LOUIS, MISSOURI. 




















* These unretouched photographs show shoes worn by normal youngsters for two weeks in tests 


It’s easy to see what happens when a child's shoe breaks down at the 
heel after wear. The foot is forced forward in the shoe ‘till the fit, 
which you checked so carefully at the fitting stool, is completely lost. 
“Cuddle-Back” heel construction, a patented feature of Trimfoot Pre- 
School Shoes, is your guarantee that the shoes you sell will go on giving 
complete satisfaction week after week . .. month after month. It 1s a 
Mother Customer's assurance of a better and longer lasting fit. 


Trimfoot Pre-School Shoes with “Cuddle-Back™ heel construction are 
priced well within the reach of the average American mother. Sizes 3 to 6, 
in C and D widths, retail for $2.25 and cost you $1.25. Sizes 6% to 9, 
in B, C and D, widths retail for $2.75 and cost you $1.55. Send for 
natural color catalog giving complete details. Address Dept. BS, Trimfoot 
Co., 4060 Forest Park Blvd., St. Louis, Mo. 


PRIME Pre-senoot SHOES 
WITH niin pelle LAR CONSTRUCTION 


ol. CXEX, No. 18, BOOT AND SHOE RECORDER, published every aes by Chilton Company (Inc.). Entered as second class matter November 23, 1932, at the Post Office in Philadelphia under 
‘(0 March 3, 1879. Subscription price $3.00 per year. Printed in U. & A. (Canadian rate $3.00 plus $0.50 for Canadian War Exchange tax—making total of $3.50.) 











This “Philadelphia Story” starts with Milton 
Dalsimer telling Murray S. Rolfe, “When Dal- 
simer’s, after 65 years of experience in the fitting 
of every type of foot, puts in a line of W. B. Coon 
shoes with the marvelous Tri-Balance features— 
they must be good.” 


“Display makes sales,” says Sylvan Dalsimer, 2nd, to Manager 
Rolfe, “and this promotion convinces every woman that she, 
too, can “Walk an Even Line’ in shoes that retain Nature’s own 
balance.” “They’re styleful, too, for discriminating women,” 
says Manager Rolfe. 


“°TIS A FEAT 
TO FIT THE FEET” 


SAYS DALSIMER, PHILA. 


For 65 years, this has been the slogan of the famous 
store of Dalsimer’s, 1211 Chestnut Street, Philadel- 
phia. Dalsimer’s tells the public: 


“These new shoes with Tri-Balance features fit into 
our experience in fitting every type of foot—and now 
take their place as the most comfortable shoes in 
America. P 


“The amazingly improved lasts, scientific construc 
tion and new Tri-Balance Features (which assure 
proper posture and give your feet natural poise with 
controlled support) will prove a revelation in com- 
fort. So certain are we that you will be completely 
satisfied that we gladly back our judgment with this 
unqualified warranty: 


These Shoes Must Give You 
Comfort or Dalsimer 
Won't Let You Wear Them! 


“Could any offer he more convincing? Come @ 
today—let your own feet feel the marvelous ease of 
these shoes.” 


W. B. Coon is proud to have as its friend and cus 
tomer the famous institution of Dalsimer’s. 





HARD-TO-FIT CUSTOMERS 

are APPRECIATIVE of 

FINE SHOEMAKING in 

SHOES that COMFORT 
“TROUBLED FEET” 


Was feet are in trouble, nothing but the best will suffice—in 
lasts, materials and workmanship, and we have found that 


women will pay and appreciate such shoes and services. 


Into W. B. Coon shoes go skills and experience developed by years 
of practical application to one principle—to so serve “hard-to-fit” 
women that they will continue to come into stores where our shoes 


are served and sold. 


Naturally the merchant must make money so the margin between 
cost and retail price is sufficient to compensate for all services ren- 
dered and to include a good profit for the business as well. 


A—FREE TREADS: A related series of broad 
tread straight lasts. 


B—-ARCH FITTERS: A semi-corrective, spectator 
and sports line built over special measurement 
lasts adapted to slim insteps and narrow heels. 


C—OUTFLARES: A related series of broad tread 
outflare lasts. (Both of the above groups are avail- 
able with the Tri-Balance insole as well as in the 
conventional welt construction.) 


W.B. COON COMPANY « 


37 CANAL STREET ROCHESTER, N. Y. 
47 West 34th Street @ New York City 




















The number of outstanding 
G/E Sole Stitching Machines 
— Model C reached an all-time 
high in March and April of this 
year with a resultant record- 
breaking production for these 
same months. 








Underlying these figures is a 
basic reason in the fact that 
more manufacturers than ever 
before are finding it advanta- 
geous to solve a variety of 
sole-attaching problems by 
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the use of this machine and 
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its lockstitch seam. 





WAC SOLE STITCHING 
MACHINE —MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Tue transformation in Perkins was astonishing to say the least. One 
day .. . a run-of-the-mill salesman; the next day . . . a regular selling 
demon. And say, his repeat sales were terrific. At first the boss thought that 
it was love. But no, Perkins had been in love before. Could it be Vitamin B? 

. a Dale Carnegie course? . . . wrong again! Perkins had discovered 
that Foor DeticHt shoes which were new with his store were veritable 
wonders for fit. . . . and boy, how easy to sell. That was Perkins’ ace in the 
hole and he played it for all it was worth. Foor Deticnts’ superb fitting qualities 
insure maximum sales and minimum walkouts; their refreshing styling attracts the 
alert women who form the backbone of every shoe store’s success; and their uniquc 
Patented Double Cushion* is the magnet that draws women back again and again. In 
short, Foor DexicHts make every salesman a better salesman and every store a more 
profitable one. 

* Double Cushion?? 


Foot Delight relieves the strain of both metatarsal and transverse arches 
with one cushion which gently fits the bottom of the arch area as no 
other shoe made. Protected by National Patent Corporation, Chicago 


* /) bt- 
SHOES 


BANCROFT WALKER COMPANY 
WALTHAM * MASSACHUSETTS 
<a arin eo AEBS. 9 
Most Foot Delight Shoes are Retailed at $8.75—$8.95 
June 28, 1941 
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STRETCHABLE SHOES CAN ONLY BE MADE RIGHT 
NE WAY... BY THE VAMOS METHOD 


MR. MANUFACTURER: 


Have your stretchable shoes brought you headaches and undue returns? Per- 
haps you wish you could drop the whole business but you know you cannot. Your dealers 
must have stretchable shoes because their customers are demanding them in ever-increasing 


numbers. 
Then what to do about the headaches and returns? 


The answer is easy: 


There are no headaches or undue returns when stretchable -shoes are made 
right and with the right materials. 

Vamos materials, made exclusively with “Lastex” yarn, are made to rigid speci- 
fications set up by the United States Rubber Company and based on the experience of shoe 
manufacturers who have made millions of pairs of stretchable shoes. 

Use Vamos materials and one headache is gone. Use Vamos shoemaking 
method for this type of footwear and another headache is gone. 


As the inventor and “patentee of stretchable shoes, we naturally feel we know 
more about such shoes than anyone else. Our knowledge and experience are freely and gladly 
placed at your disposal. If you have headaches, we think we can cure them. 


ALFRED VAdOS 


Inventor and patentee* of stretchable shoes and specialist in all shoe fabrics made with “Lastex” yarn 
*Patents assigned to U. S. Rubber Co. 
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YOU CANT FOOL THE FOOT 


WT FEELS 


IT KNOWS WHEN IT IS SHOD THE VAMOS WAY 


MR. RETAILER: 


If a customer returns a stretchable shoe with the complaint that it pinches or 
burns, do not jump to the conclusion that it is either the materials or the shoemaking that is at fault. 


The shoe may not have been made right, but it is far more likely that it was not 
fitted right. 


Stretchable shoes, as millions of women can testify today, are the most comfortable 
type of footwear ever invented, but fitting them right is almost as important as making them right. 


Fitting stretchable shoes requires far more care than fitting the ordinary 
kind. Most women are as reluctant to tell the right size of their feet as 
the right years of their age. 


The trouble is that a woman who asks for a 444B when she should be 
wearing a 5C can slip into the gently yielding stretchable 444B shoe and 
at first be delighted with its easy fit. But a few hours or day’s wear soon 
bring painful proof that her shoes are too small. Unfortunately she will 
not want to admit this and back go the shoes with the usual complaint of 


% pinching and burning. 


It is at the fitting stool that these returns can be prevented. 


406—416 MARBRIDGE BUILDING... NEW YORK CITY 


410 No. 23rd St., St. Louis © 186 Lincoln St., Boston © 626 Broadway, Cincinnati 
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WHEREVER you are, you can go to 
town with the most beautiful ladies’ 
novelty shoes that we have ever as- 
sembled. 


When Mr. Pincus is in YOUR town, see 
these fast-selling, highly-styled shoes 
for Fall — distinctive novelties, tail- 
ored types and smart spectators—in 
the newest colors and materials. 


Our customers will be pleased to know 
that the same high quality will be 


(o y 4 maintained in all our shoes this Fall. 


7 oP Two outstanding lines are featured. SHOES 
WITH PERSONALITEE to retail at $3.00 and 
PERSONALITEE DEBS to retail at $4.00 and 
$5.00. Over 350 styles in all. 


LESTER PINCUS SHOE CORP. 
7137 DUANE STREET + NEW YORK CITY 
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PETERS CHILDREN’S SHOES 
TO MILLIONS OF VALUE-WISE PARENTS 


Behind this famous symbol is good shoe news for value-wise parents ...news 
about children’s shoes that fit better, look better, and give miles of extra wear. 
Again this season, Peters Shoe Company is pre-selling 93,988,320 prospec 
every month in dramatic full-page Weather-Bird 

and Diamond Brand ads. Your customers know that 

either of these names stamped in children’s shoes is 

an unqualified guarantee that no paper or fiber- 

board is used in the vital parts. For even greater 

profits this season, tie up with this powerful campaign! 
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IF I were a young man between 21 
and 36, looking for a job, and 
everywhere I went I found it was 
“thumbs down” because I was in 
the vulnerable age, I would be pretty 
sore about it. Well, my “hackles 
rose” when I went into a large in- 
surance office and discovered that 
they were not hiring any more 
young men for clerical work. It’s 
girls from now on. 

Sure it’s war and defense and 
everything else but there are many, 
many young men who won’t shoul- 
der a musket and who are not tough 
enough to run a tractor or a lathe. 











It’s not that we don’t appreciate the 
abilities of young women but after 
all, a man’s a man and in this man’s 
world a man can’t get married on a 
wife’s income—or can he? A whole 
lot of jobs are feminine for life be- 
-cause of what happened in the last 
world war. We never go into a de- 
partment store and see women eleva- 
tor operators but what we put a cob- 
bler’s curse on the system that de- 
prived a boy of a job—where in the 
case of an emergency he would be 
likely to keep his head. . . . 

Which brings us to the point that 
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if you are hiring men—give the guy 
between 2] and 36 a break, whether 


or no he is draft-eligible. 
* on * 


MERRILL A. Watson, executive 
vice-president of the Tanners’ Coun- 
cil, said: 

“I should like to call to your at- 
tention the fact that in spite of the 
increased demand and consumption 


FOR MERITORIOUS 
ACTION 
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of leather, no question has arisen of 
disorganized markets or of extraor- 
dinary pricing. This is the more re- 
markable because the highest rate 
of consumption in more than 15 
years has had no price repercus- 
sions other than a recovery to what 
might be termed a normal or long- 
term average. Leather has been 
made available to customers at 
prices not only consistent with costs, 
but in many instances below re- 


placement cost.” 
* - 2 


FRANK H. SEELIG of The Major 
Shoe Company, San Jose, Califor- 
nia, says: 

“I would like so much to gain 
the eye of all small store shoe mer- 
chants; and once gained [ should 


like to deliver this message: 


“Let us be careful this Fall about our 
purchases, more careful than ever before. 
Build up a resistance to the seller. This 
is a sellers market and he has at his dis- 
posal countless arguments with which to 
convince us to buy early and heavily. I 
have found that when I have been in 
difficulty in the past it has been because 
I have had too much merchandise, and 
never because I have had too little. I 
have every reason to believe that wo- 
men’s shoe factories will be looking for 
business by about September 15th. True, 
there may be a small rise in price, pos- 
sibly about 5%, but it is so much better 
to pay a little more and have the new 
styles than be over-loaded, take reduc- 
tions and still pay more for the new 
shoes. 

“Tt seems that when the factories are 
in need of business we suddenly find our- 
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selves confronted with new styles and a 
new material, and always at a time when 
our hands are still full of our earlier 
purchases. 

“If business really booms this Fall it 
will give us an opportunity to dispose of 
a lot of merchandise that we have carried 
over. Most of us have shoes that we 
could sell easily and profitably if the de- 
mand for shoes suddenly grew great. 
This means that we may have the oppor- 
tunity of doing a grand business this 
Fall and at the same time get our stocks 
cleaned up. It would leave us in an 
open-to-buy condition. 

“If what the seller tells us is true we 
have a chance of a lifetime to come 
through in a fine and profitable manner 





if we use caution and buy from hand to 
mouth. If the seller is mistaken we will 
be glad that we are not over bought. I 
don’t think you and I can help but profit 
if we follow such a plan.” 

® +. * 


W. A. (BEE HIVE) MILLER of 
Maryville, Missouri, has come into 
national prominence for his good 
deeds. Here’s what his home town 
paper has to say: 

“Mr. Miller has become so much 
a symbol of living a purposeful 
life that Homer Croy, nationally- 
known author, made the Bee Hive 
Shoe Store the center of activity 
in his latest book, ‘Mr. Meek 
Marches On.’ 

“Homer Croy has known W. A. 
Miller for years. That is why he 
picked his shoe store to use in his 
. book, and, even though he moved 
the setting of the book to Joplin, 
he moved the Bee Hive Shoe Store 


to Joplin, too, as authors sometimes 
p 


“Mr. Miller has helped some 30 
young men and women get their 
start in life. To this end he has 
risked large sums of money, but 
today is proud to say that every 
person in whom he has invested his 
faith and money has repaid him 
for his efforts.” 


* - * 


MILTON GAIR, who is the pro- 


prietor of a leading men’s wear. 


store (also selling shoes) in Red- 
lands, California, said, at a recent 
meeting of the Advertising Club of 
New York: 

“We are of necessity developing 
new mental frontiers . ... in field of 
medicine we know that normal 
human beings, if deprived of cer- 
tain essential vitamins in their daily 
diet, will later develop tummy aches, 
falling arches . . . dandruff . . . and 
even worse! (Doctors tell us stom- 
ach ulcers evolve into cancers . . . 
and cancers usually mean death.) 
So, too, in our economic and social 
organism, we are just now recog- 
nizing that a lack of certain essen- 
tial vitamins in our business diet, 





THE MOTHER TONGUE 
GC 


Sis 

—A national group recently urged 
the discontinuance of foreign lan- 
guage broadcasts on the theory 
that English is our national tongue 
and as such should be used exclu- 
sively in the dissemination of all 
news. 

—Our country has been working 
only three hundred years to create 
a race, whereas it took the British 
a thousand years to create theirs. 

—American is still the greatest melt- 
ing pot the world has ever known, 
our citizenship including millions 
of foreign-born or children of for- 
eign born. 

—Most of these foreign-born are 
good, loyal citizens. proud and 
deeply thankful for keing Ameri- 
cans. 

—But many still find the mother 
tongue easier to understand and 
easier to use, even though they 
are striving hard to master Eng- 
lish. 

—tIn my humble opinion it seems wise 
to offer fureign language broad- 
casts for by this means will it be 
possible to educate these poten- 
tial Americans to the tremendous 
advantages to be enjoyed in our 
cou and to what constitutes 
the right to participate in these 
advantages. 


ea 


President 





policies and contracts—have caused 
and must cause— economic and 
social tummy aches in the form of 
unemployment. . . . Industry’s inca- 
pacity of giving all a job to sus- 
tain themselves that wish a job and 
must be sustained. . . . Concen- 
tration of wealth . . . lack of normal, 
healthy, mass-buying power. . . . 
All in all, meaning the prevention 
of the free play of true economic 
forces. 

“This essential vitamin is “THE 
PROFIT VITAMIN. The organ- 


ism, the American Way is still liv- 
ing . . . and living better than any 
other existing order. If and when 
management realizes its social re- 
sponsibility—and prescribes a so- 
cial diet, in its policies and con- 
tracts —there will forever be an 
American Way. And management 
will! Not because it has to by 
government edict—but because it 
wants to! 

“My entire premise is based on 
this simple but vital credio: That 
management must, especially in the 
field of distribution of consumer 
goods, permit its sources of supply 
a fair, social profit. 

“Enlightened, social-minded man- 
agement must realize that it must 
GIVE and then GET—a PROFIT. 
In the broad interests of public 
policy courts have recognized that 
there must be certain definite mini- 
mum prices in the field of consumer 


goods. Just as they recognize there 
must be in the field of insurance, 
common carriers. 

“I contend that consumer price 
determines what management in 
turn can pay to its employees, 
stockholders—consumers all! That 
is the essence of all social con- 
science against loss-leadering. There 
are certain minimum wages be- 
low which men cease to be men 
-—that is why I favor the term 
HUMAN RELATIONS rather than 
PUBLIC RELATIONS. And that 
is why, too, I contend that the 
traditional policy of one school of 
merchandising to always insist on 
underselling competitors, no mat- 
ter what management tools are 
necessary ‘to get those prices down’ 
is the one major reason for our 
present growing pains.” 

aa ” * 


SoL PINE, covering the eastern 
territory with Florsheim’s women’s 
shoes, believes that a customer is 
the most important thing in the 
world. He said: 

“IT would make a three hundred 
mile trip to sell a hundred dollars’ 
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worth of shoes. In fact, I've gone 
further for an initial order because 
I know that if I get that man to 
buy, he is mine for a long, long 


time. 
* * * 


WOMEN in uniform! There is a 
promotional force back of this that 
may have some deeper significances 
than now appear. Mrs. Franklin D. 
Roosevelt, on June 17th, indirectly 
predicted the biggest fashion pro- 
motion of the century. She didn’t 
call it a fashion promotion but 
when she puts her emphasis on 


Bir 


volunteer women defense workers, 
circumstances speak for themselves. 
She said the uniforms cannot be 
chosen until Civilian Defense Di- 
rector Fiorello La Guardia selects 
a committee of 45 advisers, who are 
to pick the best uniforms from sam- 
ples prepared for their inspection in 
New York. 

At the round table of the New 
York State Shoe Retailers Associa- 
tion convention at Syracuse, M. A. 
Mittelman was asked about the 
significance of shoes in the new uni- 
forms movement. He said: “There 
isn’t a store in the country that 
hasn’t types of shoes that will fit 
into the uniforms as selected. We 
have been walking down the line of 
lower heels and smart simple shoes 
for some time. American women 
are fortunate in having the right 
lasts and the right materials avail- 
able, right out of stock.” 





HAVING completed his regular trip 
from Salt Lake City west, Walk 
Over’s salesman W. E. Vawter finds 
a uniformity in the great majority 
of orders placed for Fall in that 
all dealers bought a good supply 
ef open toe step-ins, having plat- 
forms full to the heel. Low heels 
around the 13/8 mark are truly in 
the picture. 

“There is no question but what 
women are, thinking of buying at 
least several pairs of flexible pla- 
form shoes for Fall. Buyers are or- 
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dering these shoes for July and 
August shipment, when they really 
want something new for their Sum- 
mer selling. I see where a million 
women have signed up for some 
kind of war work, Red Cross and 
other activities. Nearly all will buy 
a pair of smart low heel walking 
shoes. Many will prefer platforms. 
I look to seeing plenty of high grade 
women who have no work, low- 
heeled shoes for street, taking to 
them this Fall.” 
+ a * 

JESSE PATTON of Patton & Hall, 
Schenectady, N. Y., says: 

“This is the great opportunity to 
develop a new race of shoe men— 
men who know something about 
shoes and their functioning. The 
trend lately has been to have a man 
know one line of shoes, one price 
and nothing much more than that 
— because chain store operation 
limits the area of his thinking. We 
need a return of men who have an 
opportunity to see many lines and 
observe and compare them — be- 
cause human beings are more vari- 
able than one line can possibly en- 
compass. 

“If I were a clerk again I would 
try to find out all I could about all 
types of shoes for all types of wear 
because the family shoe store prin- 
ciple is still the one great oppor- 
tunity for a man to live an owner- 


operated business life. It has satis- 
factions rich in their human values 
and he can get a living and some 
profit.” 


THE word “guarantee” has had 
little standing in the shoe industry 
because there are so many factors 
that go into the wearing of a pair 
of shoes that can’t be measured 
against that perfect word “guar- 
antee.” To guarantee a fit is im- 
possible because what fits in the 
morning may misfit at night . 
the same shoe and the same foot. 
To guarantee a material is to up- 
hold its wear, appearance and use 
under all conditions. . . rain, heat, 
snow, cold and friction. 

In the majority of cases the word 
“guarantee” is simply a weasel 
word, implying that the shoe will be 
replaced and if it’s a very broad 
concern—‘“money back.” Strange 
to relate, the public rarely checks 
up on a guarantee. The American 
public is one that abides by the 
rule: “Fool me once, shame on you. 
Fool me twice, shame on me.” It 
doesn’t go back to the place where 
it got cheated—guarantee or no 
guarantee. 

Of significance at the moment is 
the fact that the Federal Trade Com- 
mission has issued a “cease and 
desist” order against blanket guar- 
anteeing. 
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When Summer Meets September 


BUYING in bulk and repenting piece-meal is one of 
the peculiar phases of this month’s shoe operation at 
retail. The selling months of April and May were too 
good to last. The high tide of public purchasing was a 
wonderful demonstration of what happens with new 
money and new ideas. Maybe that’s the way business 
at retail is going to be—flood tides with a great wave 
of buying and then low tides with a slow drift of regu- 
lar goods in a regular way. 

It’s all right to buy in bulk, and there is a thrill 
to it; but selling is the hard way—pair by pair—with 
a satisfaction and a service in every sale. Many a 
merchant is watching the behavior of general merchan- 
dising in his town. For the moment he is thinking of 
shortages of merchandise but it won’t be long before 
he will be thinking in terms of shortages of man-power 
at the fitting stool. 

When Summer meets September and the back-to- 
school movement is on, there will be a need for extra 
clerks and extra service—if the army continues to 
gobble up more and more men and defense plants call 
for more and more workers. The shoe store and shoe 
department that is dependent upon young men at the 
fitting stool, is going to be facing a problem when the 
next selling tide comes to a peak. Fortunate the store 
that has kept its tried and true shoe fitters; veterans 
in experience as well as in age; for these are the patient 
people who carry the load. Many a chain operator, 
who in prior years laid off his help in July and August, 
is beginning to plan a fifty-week year for the shoe 
fitter—as against the thirty-six-week, with fill-ins, that 
he formerly employed. 

The expense side of retailing is rising—make no 
mistake about that—and all this talk about cutting 
mark-up because of increased volume is just theoretical 
mouthing. Business is business and if the expense ratio 
rises from 32 per cent to 34 per cent, show me the store 
that can survive—even though its mark-up is 40 per 
cent—hbecause clearances we have with us always. It’s 
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the very nature of shoes to be 8 per cent to 10 per cent 
out of style or out of size. 

If ever there was a time when business brains were 
needed in the retail shoe store, it is now. Bookkeep- 
ing is a more exact science than buying for there are 
chances and changes associated with the latter. For- 
tunate the store that has a proprietor on the premises 
—watchful of every item of expense and eager to see 
that every shoe is in turn-over action. There are plenty 
of bills to be paid now that the deliveries are rolling 
in. A good business man wants to keep his accounts 
on a discount basis for the plus advantages that come 
to him in a period of seller’s market. To be an OWNER- 
OPERATOR is to be a strict business man— or else. 

We met a merchant at one of the recent conventions 
who said: “That term of yours—‘OWNER-OPERATED’ 
—~is all right for the other guy but as for me, I'll live 
and die an ‘INDEPENDENT.’ ” 

So I said to him: “Just wait a minute. You're not 
losing something by accepting the words ‘OWNER- 
OPERATED, You are getting something! Who ‘do 
you think is independent these days, in the strict termi- 
nology of that word? You are dependent upon the 
manufacturer for your source of supplies; upon the 
customer for your source of money. And if you think 
you can continue to be the big ‘I AM’—without express- 
ing some appreciation for the blessings of democracy 
in business, you’re crazy. Open your eyes—because then 
you'll see that we are actually building, in this coun- 
try, a strong family feeling—not only in trade but in 
our concept of national life.” 

No man is independent in the true sense of that 
word. He is actually so dependent today upon external 
forces that he is as helpless as a child. Because we 
haven’t see anything yet, in comparison with the tough 
world we will experience a year hence. 

There never was a time in our experience when busi- 
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In every business there’s a beat and rhythm like the 
steady continuous swing of a pendulum. Interrupt that 
swing and you interfere with that business. The shoe 
business, as we all know, is a very sensitive pendulum, 


subject to frequent jarrings and interruptions. Too 
much emphasis on novelties has thrown many a shoe 
business out of its steady regular rhythm with, some- 
times, disastrous results. 

What can the average retailer put his trust in? Where 
are his profits to be found? Look at your own business 
and at the successful business of your neighbor. Doesn’t 
it depend on staples, dependable popular styles? On 
sizes, widths and heel heights, rather than on patterns? 

Let’s follow the calendar round. Profit making shoes 
are just as regular as the four seasons. 1. Early Spring, 
black patent leather. 2. Milder weather, staple blue. 3. 
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Beginning of warm weather, white. 4. Beginning of Fall, 
black suede. 5. Twelve months of the year, alligator 
grains, serviceable smooth and crushed leathers in 
darker tans and rusts. 


THE month on your calendar for selling white shoes 
may be different in Texas, Mr. Retailer, from Mr. Con- 
necticut Retailer’s month, but whether it’s February or 
May, the fact remains that when the Weather Man or- 
ders out the first warm day the average woman goes 
shopping for her first white shoes. Just as she marks 
the change from Summer shoes by purchasing a pair of 
black suedes. Black and blue, white, black, some tans 
and rusts all the year round . . . there’s your color story 
from early Spring to early Spring. Sure, sell some nov- 
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VEW PROMOTIONAL cere 
DANTS On Fall Leathers . . . 


New Promotion Colors in Calfskin, 
Doeskin and Crushed Kidskin. Elas- 
ticized Patent Leather, New Design 
Treatments in Patent and Crushed 
Leathers. ... These Are Some of the 
Style Ideas Leading Tanners Are Pro- 
moting for the Coming Fall Season. 











BLACK for suede, for the very open early Fall 
shoe, for the dressy shoe. Brown as a second color 
for the same types. Tans for smooth, crushed, 
grained and boarded leathers in tailored types. 
These are the shoes, the leathers and the colors you 







BEAVER . . . a new taupe shade . . . created for the high fashion 








menotone costume, to be bought to match the Winter coat in bought first. These are your staples, your bread and 
October. One of several “Town Talking Colors.” Doeskin butter types. The styles we have been reporting to 
from Standard Division of Allied Kid Co. Shoe design shown you since last March. 

in this photograph by Meri Miller and Kurt Bergmann. Now that your first orders of thése sure-fire suc- 





cesses have been placed, it’s time to look around a 
little for new promotion ideas to give the dash of 
novelty and high fashion to your Fall stocks. 

Take the dressy suede shoe . . . pump, slipon, 
oxford or strap. Style experts are talking mono- 
tone dressy costumes for high style costumes this 
Fall. Costumes in black . . . from top to toe in- 
cluding stockings . . . for the formal afternoon or 
informal dinner ensemble. Dressy olive green, red 
and neutria . . . taupe with a brown cast . . ‘ for 
these monotone costumes . . . all calling for match- 
ing shoes. High fashion tanners are ready with the 
leathers. One tanner has dyed three taupe shades 
for this promotion. 

And then take the tailored shoe. Tan, of course, 
[TURN TO PAGE 44, PLEASE] 























INTERESTING LEATHER SURFACE and 
simplicity of vamp treatment with un- 
usual opening and tab fastening make 
smart Fall shoe. Mello Crush leather 
used in this shoe from G. Levor & Co. 










PATENT LEATHER in smart low heel pat- 
tern with interesting oval tongue formed 
from the moccasin effect vamp. Rows 
of bright blue stitching . .. note use of 
blue for Fall . . . accent perforations. 
Patent leather from Seton Leather Co. 









CORDOVAN .... important high style pro- 
motion color for Fall in shoes and match- 
ing accessories. Especially suited to man- 
nish types and tailored shoes like this smart 
spectator pump. Calfskin from Ohio Leather 
Co. Design by Associated Shoe Stylists. 


ELASTICIZING is the leading feature of 
this all-over patent leather shoe. Making 
use of especially soft and supple skins, this 
leather elasticizes very satisfactorily. Patent 
leather from Colonial Tanning Co. 


THREE STYLE IDEAS FOR FALL ... crushed 


kidskin, the mannish look in low heel tai- 
lored shoes and blue . . . Bluejacket . . . as 
a Fall color. Crushed kidskin from Peerless 
Kid Division of John R. Evans & Co. Shoe 
design by W. Scott Laurie. 


IMPORTANT VOLUME FASHION .. . for 
Fall, bootmaker finish is being used to high- 
light many tailored and sport shoes. Effec- 
tively used on crushed leathers as shown. 
Crushed kidskin from Amalgamated Leather 
Companies. Design by Berté Shoe Styles. 





SET-UP FOR 


OWNER - OPERATION 


by JOHN F. W. ANDERSON 


In the traffic center of the Bronx, New York City’s 
borough of one million and a quarter people, is the store 
of Louis J. Bieber, at 2456 Grand Concourse. It’s new, 
fresh, colorful and compact and it’s one block away from 
the previous location; so old customers can still be 
friendly. 

In planning a new store, a merchant tries to think ten 
years ahead and he naturally wants to make it better 
than his old store. So, from a dark interior with a lin- 
oleum flooring, Mr. Bieber jumped to plenty of light, 
soft carpeting and spotless store housekeeping. But he 
has carried with him the same spirit of service, for his 
is a store where the foot health of each customer is a 
personal responsibility. The business is built around 
the fitting stool and every detail of stock-keeping, record 
of sizes and lasts, special charts of best selling numbers, 
complete card index file, daily direct mail contacts—all 
these are part of the business in its new home. Nation- 


Efficient lighting and attractive merchandise display 
have been specially emphasized in New Bieber store, 
Grand Concourse, New York. 


ally-known feature shoes for women, men and children 
are earried. In-stock contact with the factory sources is 
almost a daily duty. 

The store is of the parlor type, with forward stock 
visible and reserve stock carried in an ample stock 
room. The shelves and interior woodwork are prima- 
vera mahogany in a light color, soft and satiny finish. 
The carpeting is wood-tone which blends with the wood- 
work, walls and ceiling. Individual chairs of wood, with 
fitting stools to match, are upholstered in leather—tan 
pigskin for the men’s department and wine color for 
the women’s. 

The arrangement is an informal grouping, with an 
occasional table display of slippers and accessories— 
with here and there a display case for merchandise. A 
built-in floor mirror and large wall mirror give the 
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_ In the Busy Borough of the Bronx, Where a Million and a 


Quarter of New Yorkers Make Their Homes, Louis -J. 


Bieber Has Built an Unusual Shoe Business, Ably Assisted 


by His Partner, John J. McManus, and by Mrs. Bieber. 


New Store in Grand Concourse, Reflects the Experience 


of Many Years in Kind of Methods and Equipment Needed 


for Expert Personal Service in Fitting and in Selling . . . 


optical effect of greater space. Mirrored window back- 
ing brightens the front. 

Originally, Louis J. Bieber came from a small town 
in Connecticut and operated a store catering to the needs 
of the entire family. As his experience increased, he 
became a specialist in correct types of footwear and is 
an authority in the community on problem feet. Mrs. 
L. J. Bieber serves as assistant and John J. McManus is 
a partner. The three experienced persons, in an owner- 
operated store, can make a lot of contacts. Mr. Bieber 
is first vice-president of the Fordham Merchants Asso- 
ciation and member of the Bronx Chamber of Com- 
merce, Bronx Rotary Club and serves on committees for 
youth and civic betterment. Mrs. Bieber does social ser- 
vice work within the community and for the blind; and 
is a meniber of various women’s clubs. Mr. McManus 
contacts neighbors and friends. 
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LOUIS J. BIEBER 

Originally Proprietor of a Family Shoe Store in 

a Small Town in Connecticut, He Succeeded in 

Building a Prosperous Business in New York 
City through Intelligent Specialization. 


JOHN J. McMANUS 


Partner of Mr. Bieber in Fine New Store in 
the Bronx, Where Correct Footwear and Care- 
ful Fitting of Shoes Designed to Meet Indi- 
vidual Foot Problems Is Emphasized as Policy. 


Through such friendly community contacts and 
through the rendering of a conscientious, efficient and 
painstaking foot service, the Bieber store has built a 
worth-while clientele of steady customers, who depend 
upon it for shoes that are both serviceable and attrac- 
tive. The new location is in the midst of an up-to-date 
shopping center, with many attractive stores, both 
owner operated and chain. Competition is keen. This 
section of the Bronx has grown rapidly in recent years, 
and it is a neighborhood of apartment dwellings of the 
most modern type. A number of New York City’s large 
universities are within a short distance, and many of 
the residents have been attracted by the unusual educa- 
tional opportunities. In such an environment any busi- 
ness must be modern in its methods and must provide 
a service that will both attract and hold its customers. 
The fact that Bieber’s has grown and prospered in such 
a discriminating sector of the most exacting city in 
America, from the standpoint of both merchandise and 
service, seems sufficient proof that it has found the suc- 
cess formula for an owner-operated shoe store. 






















































1 TODAY begins the second 

half of 1941. How about 
the first six months? Did it 
measure up to expectations? 
A little thoughtful review of 
your first six months’ operations 
may help you do a better job 
the balance of the year. And 
don't forget—now you're be- 
ginning the two big vacation 
months and you can promote 
vacation shoes profitably. 


THIS is the day to make 

your weekly check of 
stocks and it is a job that 
should be done regularly 
whether you are in the midst of 
a clearance sale or not. In 
fact, careful observance of this 
weekly stock check, followed by 
quick, decisive action when the 
check shows up a bad condi- 
tion will practically eliminate 
clearance sales. 


17 THIS would be a good 
time to give your dis- 
play room a thorough house 
cleaning. Get every piece out 
and inspect it carefully. Repair 
those that need it and junk 
everything you know you will 
not use again. Fixtures are 
money, and in too many stores 
they are neglected until they 
are beyond repair. 


9 5 TODAY'S ad for Satur- 

day selling might be 
captioned “Smart Sports Foot- 
wear For August Vacationists.” 
Many vacationists will begin 
next week and such a heading 
is sure to strike a responsive 
note. Do not use large space. 
Save your big ads for the big 
selling season when you can be 
sure of maximum results. 









9 WITH a long holiday 

week-end ahead it might 
be advisable to run an ad in 
today's papers on "New Foot- 
wear For The Fourth," placing 





PLAN a simple patriotic 
window display that you 
can quickly install after closing 
hours tonight. Have all sales 
people suggest your silk hose 





all the emphasis of course on 
sports footwear. A good spe- 
cial on women's silk hose will 
add to the pulling power of 
your ad. Be sure your windows 
are selling windows, too. 


10 A BIG, attention-get- 
ting mailing card to 
your customer list today, tell- 
ing them that your clearance 
sale is in full swing, and that 
Friday and Saturday will be 
ideal days to take advantage 
of your bargains will make a 
very noticeable difference in 
your volume for the end of the 
week. 





1 YOUR ad in today's 

paper need not be 
large. After the barrage of 
July Sale ads of the past two 
weeks you cannot expect to 
get big returns from a style ad, 
but you will no doubt want to 
use some space. A good spe- 
cial or two will probably help. 


26 LIVEN up your window 
displays early today 
and see that they tie in with 
yesterday's ad. How is your 
employes’ vacation schedule 
progressing? Will everyone be 
back in ample time for the 
start of your busy season? 
Have you given any thought to 
selling plans for that coming 
busy season? 





special to all customers today. 
You need every possible sale 
to compensate for the fact 
that you lose one selling day 
this week and Saturday may be 
slow. 





11 ASSUMING that you 

are having a Clearance 
Sale, this is certainly the day 
to advertise it in a big way for 
Saturday selling. Make your 
ad exciting! Be sure it gets 
over the ideo of a real bargain 
event. That means—use plenty 
of space, big attention-getting 
headings and big illustrations. 





19 HAVE all your odd lots 
and close outs out on 
tables where today's shoppers 
can see them. But have the dis- 
plays neat and orderly. Tables 
piled up high may be all right 
in a department store bargain 
basement but they certainly 
look out of place in a first 
class, modern shoe store. 








9 8 RE-ARRANGE your win- 
dow displays today even 
though you have no new mer- 
chandise to feature. Your win- 
dows are your most valuable 
advertising space and should 
be treated as such. You would 
not repeat the same ad week 
after week. Why follow such c 
policy in window display? 























4 INDEPENDENCE DAY. A 

good day to enjoy your- 
self and to forget briefly the 
troubles and tribulations of the 
shoe business, most of which 
are not half as serious as they 
seem at the time. This is a 
breathing spell before the in- 
tensive promotion that should 
meon July and August to you. 





















1 DON'T make the mis- 

take of continuing your 
Clearance Sale till it dies of 
stagnation. The most success- 
ful selling events are those that 
last but a few days, and are 
planned and advertised so 
that every day is a BIG day. 
In other words, if your sale is 
lagging, end it! 















91 IF your stock condition 
warrants it this would 
be a good time for a hosiery 
event. Name some tempting 
prices on purchases of hosiery 
by the box, arrange an inter- 
esting, arresting window, and 
see that the same numbers are 
well displayed inside te store 
with di 
SELLING job. 





















99 HAVE you planned your 
window backgrounds 
and displays for the Fall sea- 
son? Now is the time to decide 
just what you aré going to 
have. Then you will have the 
entire month of August to get 
your material ready and you 
will avoid a last minute rush 
when you're busy with other 
things. 











cards that do a 





Calendar for JULY 


5 NO more holidays for 60 

days. Now to settle down 
to the serious business of get- 
ting every possible dollar of 
sales during the balance of the 
Summer. Did you advertise 
last night for today's selling? 
If you did, be sure all adver- 
tised numbers are well dis- 
played in the windows. 





14 IF you did end your sale 
Saturday then all your 
window displays for this week 
should be smart, style displays, 
by way of contrast. If your 
competitors are still running 
sales then a few specials in 
your displays will enable you 
to hold your own in the strug- 
gle for business. 


99 DECIDE to make this 

the biggest hosiery week 
of the year. Here are some 
things to help. Send a mailing 
card to your customer list tell- 
ing them of your values. Have 
all salespeople telephone their 
personal customers and tell 
them about the prices you are 
naming. Mention hosiery to 
every customer. 


30 THIS is =o stock 


will be making their appear- 
ance soon and you will have 
certain Summer colors you will 
want to discontinue or reduce. 
Now is the time to work these 
numbers off and avoid mark- 
downs. 











7 ARE you having a July 

Clearance Sale? If you 
are this is probably the day to 
launch it, although we hope 
you have been doing such a 
good, careful job of merchan- 
dising and stock-keeping that 
July does not find you with a 
lot of merchandise that must 
be sold at cost. 


15 WHEN are you going 

to market? Why not 
plan to send a letter or a postal 
card to your customer list from 
the market city, telling them 
you are buying new Fall foot- 
wear? It is an old stunt and 
perhaps you have used it, but 
it is one of those devices that 
bears repeating. 


93 THE day for making 
your weekly stock check. 
And no doubt a good day to 
consider whether or not your 
checking form could be im- 
proved so that the information 
it provides would be made us- 
able. New stock will soon be 
arriving and any changes in 
your checking system should be 


made at this time. 


31 AS a preliminary to 
making your selling 
plans for August today, get 
out last year's records and see 
what happened in August, 
1940. Undoubtedly you did 
some things you will want to 
do again, and some other 
things you will just as surely 
NOT want to do again this 
year. 















8 IF you started your July 

Clearance yesterday it 
was a busy day, what with 
clearance sale window displays 
to be installed bright and early 
and the store made ready for 
the first customers. Did you 
make an announcement moil- 
ing of your sale to your cus- 
tomer list? If not you will need 
@ mailing soon. 


6 MAKE your weekly 
check of stocks today. 
If your Clearance Sale is over 
your stocks should be very 
clean, and your investment at 
a minimum. You no doubt have 
a few odd lots and close-outs 
left, but these can be used for 
window leaders and week-end 
specials. 


94 DO you have any “pros- 

pects" on your mailing 
list or does it consist solely of 
customers? Now, with the big 
Fall season coming up, would 
be a very good time to select 
a list of prospects you would 
like to sell, Then use this list 
every time you make a mailing 
this Fall. 
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OPM Perfecting Plans for Wide Scale 
Simplification of Products for Con- 
sumer Use, with Curtailment of Styles, 
Colors and Fashions . . . OPACS Sets Up Divi- 
sions for Preference Ratings on Hides and 


Leather ... Few Scare Ads Revealed in Check. 


Wirn a view to greatly increasing de- 
fense production by cutting down on 
styles and colors of products being made 
for domestic use, plans are being perfect- 
ed for launching a wide-scale simplifica- 
tion program that undoubtedly will in- 
clude footwear. 
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That the plan has potent backing is 
evident. It is being participated in and 
strongly urged by OPM Director of Pur- 
chases Donald M. Nelson, who, because 
of his experience and the ability he has 
shown in passing upon billions in pur- 
chases, has emerged as one of the out- 


standing figures in the defense agency. 
To Mr. Nelson’s careful buying much 
credit is given for the slashing of defense 
costs and holding contractors’ profits to 
a reasonable margin. 

Simplification, Mr. Nelson contends, 
need not involve any particular hardship, 
nor does it necessarily call for sacrifice 
of living standards. 

“On the contrary,” Mr. Nelson recent- 
ly told a meeting of the National As- 
sociation of Manufacturers in Pittsburgh, 
“we shall offer the supreme proof of the 
excellence of our living standards if we 
can greatly increase defense production 
by cutting down on the styles and colors 
of things we are making for our domestic 
use.” He stated that plans for the pro- 
gram will get under way within a very 
short time, when committees of manufac- 
turers, distributors and consumers will 
meet together to plan ways in which 
simplification can be used to best ad- 
vantage. 

One must not assume that Mr. Nelson 
is opposed to variety in styles, colors and 
fashions. On the contrary, he.is for. it, 
but defense needs now require a halt in 
this wholesome cdmpetition for trade. He 
said that this sort of competition was 
right and proper and “symbolized the 
fact that our general standard of living 
was so high that those who could afford 
to buy at all had an infinite number of 
choices.” 

One of the principal changes that is 
going to come about, Mr. Nelson pre- 
dicts, is a very broad modification of the 
production of goods for the civilian trade, 
by which was meant.“‘a general, wide- 
spread, voluntary simplification of lines, 
styles and models undertaken in order 
that we may make full use of our na- 
tional industrial capacity.” 

* # * 
THE Retailers’ Advisory Committee, in 
collaboration with the American Retail 
Federation, recently made a spot check 
of scare advertising in Michigan and 
Missouri. It found only two mild cases 
about which it could complain. “This is 
an anti-climax in view of the great stir 
that has been made over scare adver- 
tising. 
* * * 


P oINTING to rationing of civilian de- 
mands, the Office of Price Administra- 
tion and Civilian Supply has just set up 
four sections of its Civilian Supply Allo- 
cation Division and appointed heads for 
each. These divisions will pass upon 
allocations and preference ratings for 
materials over and above those required 
for defense and they are all-inclusive, 
comprehending leather and hides for 
footwear production, iron and _ steel, 
fuels, non-ferrous metals and unnum- 
bered other items. Fab 
[TURN TO PAGE 41, PLEASE] 
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Reeorder Camera 
at the 


C.P.8. L.A. Outing 
And Tournament ee: 


T. S. Allen, of Craddock-Terry Shoe Corp., came all the 

way up from Lynchburg, Va., to see how these Pennsyl- 

vania fellows play golf, and perhaps to get some other 
tips as well. 


R. L. (Mike) Stiles, general chairman of the tournament 

and outing, and T. F. Carfagno, president of the Central 

Pennsylvania Shoetynd Leather Association, the two men 

upon whom fell most of the detail work of arrange- 
7 ments, 


C. J. Kelley, sales manager of the Pepperel Miz. Co., 

came down from New England to keep an eye on Charles 

Stackett, their Pennsylvania representative. You can see 
him doing it here. 


Daniel Hickey, of Surpass Leather Co., and H. Walter 
Scott, of the working press, look them over. 


EVEN adverse weather conditions, including a good 
deal of rain in the morning, could not dampen 
either the ardor or enjoyment of the nearly two 
hundred members of the Central Pennsylvania Shoe 
and Leather Association who attended the Spring 
golf tournament held at the York Country Club at 
York, Pa., on Friday, June 13. 

Closely contested matches, so divided into flights 
that both the crack players and the duffers had 
opportunities for shining in their respective spheres 
and collecting mighty fine trophies to show for it, 
were, of course, the principal feature of the day. 

[TURN TO PAGE 41, PLEASE] 


Grant Gerberich, of Gerberich Payne Shoe Co., E. O. 
Stiles (son of Mike), who is following his father’s foot- 
steps in business and on the golf course, and L. V. Her- 
shey, chairman of the board, National Boot and Shoe 
Manufacturers Association, after the eighteen holes. 
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White Still the Predominating Note in 

Current Shoe Selling . . . Vacation 
Shoes Bright and Colorful in Heavy Demand 
. . . Summer Suedes Beginning to Move. 


by ANNE 


WHITE shoes still make up the bulk of 
the sales in leading New York shoe 
stores and shoe departments, as is to be 
expected. There is, however, a changing 
proportion in the numbers of ell-whites 
and spectators which are moving. Early 
in the month the emphasis was on specta- 
tors in tan and white, black and white 
and blue and white, with all-whites sell- 
ing in smaller volume. Sales of the lat- 
ter are picking up now, and many stores 
report sale percentages more nearly 
even. 
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R. DAVID 


Many of the new spectator styles have 
open toes; the open toed spectator pump 
is a popular model with a number of 
stores. Stetson is having success with 
patterns of this type, and Gimbel’s and 
Saks 34th Street report good results with 
it. The open heel sling pump is selling 
more as a novelty than as a styleful 
shoe with steady demand. Oppenheim- 
Collins has had some calls for this type, 
but the department heads feel that, be- 
cause of its novelty nature, it belongs 
in very high style departments rather 


than in those which depend on steady 
repeat trade. 

All stores have had successful results 
with the V-throat elasticized pump, espe- 
cially in white, in all-over or spectator 
models. And the trimmed pump still 
reigns supreme as the favorite shoe for 
dressy wear, although Oppenheim Collins 
reports a steady demand for sandals. 

Wheat linen is selling in some of the 
stores; Saks 34th Street has had a suc- 
cessful experience with a wheat linen 
pump, and Oppenheim Collins has been 
selling a natural linen sandal! with raffia 
trim. This store has had an attractive 
novelty promotion which has brought 
sales to the shoe department: red and 
white coin dot fabric has been used in a 
sandal and has been matched to turbans, 
scarfs and handbags in other depart- 
ments, with gratifying results. 


SUMMER suedes have started to move 
within the past few weeks. Saks 34th 
Street has had good results from Sum- 
mer doeskins in light colors—beige, 
pastels, medium green. Oppenheim 
Collins has been selling these shoes in 
punched models, many of them with the 
new rubber-rimmed sole. Stetson expects 
to begin promoting them steadily 
around the first of July. 

Vacation shoes have been selling in 
all stores, with particular emphasis on 
playshoes of all kinds. Fabric play shoes 
have been very popular, while soft 
leathers such as crushed goatskin have 
been moving well. One buyer for a 
large department mentioned the fact that 
it’s the color that sells the play shoe; 
the material is relatively less important 
so long as the shoe is attractive, com- 
fortable and harmonizes with the cos- 
tumes for which it is intended. 

One store has had great success ,with 
rocker bottom play shoes—one model 
with a half rocker of wood studded with 
nailheads, repeated on a chunky wood 
heel, and another with the wooden 
rocker covered in the fabric of the upper. 
A large 34th Street department reports 
its best selling play shoes to be those 
with low heels, but not especially those 
with low wedges. This same store has 
noticed a suddenly increased demand for 
saddle oxfords, especially saddles in 
black and white and blue and white, in 
addition to the classic brown and white. 
The reason for this sudden spurt in in- 
terest was doubtful; it might mean that 
the young girls who expect to visit their 
boy friends in camp this Summer are 
looking for comfortable shoes which can 
take a lot of punishment. 

[TURN TO PAGE 39, PLEASE] 
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SLIRPASS BLACK 
Fashion’s Name for the CORRECT Black 


, re Black Silhouette. dominant theme in the Fall fash- 


ion picture, puts added emphasis on smooth Black 
Surpass Kid. High-style, or volume, a black kid shoe 
is a smarter looking, better shoe when it's made with 


uniformly beautiful Surpass. 
og Because Surpass has always been tanned to meet the 


highest standards, manufacturers and retailers have 
looked to it for the uniformity and quality so essential 


in a black shoe. 


SURPASS LEATHER COMPANY 


9th and Westmoreland Streets PHILADELPHIA, PENNA. 


June 28, 1941 
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HOW TO SELL 


Chapter Ten 


WE touched briefly in chapter nine on the use of the 
telephone in contacting customers whose records are 
on file in the store. 

That is the least possible use of the telephone. Your 
list of prospective new customers is as large as your 
telephone directory. Any one of a dozen different 
methods of approach may be used in making telephone 
contacts. For verification of the efficacy of the use of 
the telephone solicitation, ask any automobile dealer 
who has used it. Many automobile salesmen have used 
it to garner hundreds of prospects whom they could 
not otherwise have listed. Suppose, for instance, that 
you have a corrective shoe you want to promote—you 
have the telephone directory before you, you have the 
name, address and phone number of the prospective 
customer. You call the Jonses’ number. 

Salesman: Is Mr. Jones there? 

Answer: No, he’s at the office. 

S: Is this Mrs. Jones speaking? 

A: Yes. 
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SHOES 


Let's Educate the Public to a New 

Appreciation of Life, Liberty and the 

Pursuit of Happiness in the Right 
Footwear. 


By Patrick A. Morgan 


S: Mrs. Jones, this is Mr. B. of the Gold Shoe Store. 
We understand that Mr. Jones is having a little foot 
trouble. Is he? 

Mrs. J: Why, I don’t know that he is, but I'll ask him. 

S: Please do, for we feel that we can help him if he 
is. We have a specially designed shoe recommended to 
eliminate foot trouble, and we'd like to have an oppor- 
tunity to see what we can do for Mr. Jones. Will 
you ask him to drop in soon and let us demonstrate it 
to him? 

Mrs. J: Yes, I will. 

S: By the way, Mrs. Jones, do you have any trouble 
with your feet? 

[TURN TO PAGE 32, PLEASE] 
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July 4th Coming Up! 

Those things we had to say about 
Memorial Day (in the May 17th issue 
of B. end S.) apply equally to July 
4th, because Independence Day also 
comes on a Friday this year. 

The Fourth is a legal holiday and 
makes a short week, especially if you 
are going to be closed on Saturday. 
Here again, it would be well to check 
with the other stores in your com- 
munity to see if they are going to be 
open on Saturday so that all of 
you can present a united front. 

It would be advisable to display a 
card in your window for the week 
previous to the Fourth telling your 
customers which days you are going 
to be closed and urging them to buy 
their holiday sports shoes early. If 
you are going to be open on Saturday, 
it might be advisable to offer some- 
thing special to encourage the stay-in- 
towners to drop into your store. 


* # @& 


Sports Sox in Demand 


One of the best ways that we have 
seen to display men’s sports and 
beach sox at this time of the selling 
season is on one of the various types 
of men’s tie racks—either the straight 
bar type, the vertical type with pro- 
truding metal prongs, or the wall 
bracket type with horizontal swinging 
bars. 

These brackets have the advantage 
in that they are reasonable in price, 
can be used in any nook or corner of 
the window display and display a con- 
siderable number of bright colored 


hose in a smell space. 
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OTHER PEOPLE’S 


by JOHN F. W. ANDERSON 


The Public Wants Proof 


Here’s an idea that offers interest 
and proof to the doubting public. 

At Clark’s Shoe Store on West 42nd 
Street, New York City, darts are 
placed in the perforations of the venti- 
lated shoes in the window display to 
prove that the perforations actually 
go all the way through. That should 
be a convincing enough argument as 
to the coolness of their shoes. 

Darts can also be put to other ef- 
fective uses in the window display. As 
for example, when you want to point 








IN ALL WHITE BUCKO 

+ hedbagh age going on for three seasons, now! 

People write us from almost every state and 
say: “I want another pair of Vox Pops.” People 
come in and buy several peirs in several colors. 
People rave about the “wiggle room” in the 
smart walled toc, the metal eyelets, the just- 
high-enough heel. And now that summer's here, 
it's this Vox Pop—snowy white bucke perfo- 
rated and unlined for blissful coolness, that’s 
the favorite of favorites. You try « pair on « 
























IDEAS 





out certain style and construction 
features in your window shoes. Darts 
can be inserted in different parts of the 
shoe to bring certain features to the 
shopper’s eye. And it is often advis- 
able to lead a red ribbon from the 
dart to a large explanatory card in 
the background of the window. That’s 


salesmanship on the alert! 
= ” * 


Pigeon Boxes 


Here’s an attractive play shoe dis- 
play idea that we recently observed 
in the window of a high-style women’s 
shoe store in Boston. 

A series of two-foot square wooden 
boxes was fastened to the background 
wall in the fashion of a large paned 
window. The sides of each box pro- 
truded about six inches and each was 
painted a different bright color. One 
pair of play shoes was displayed in 
each. A reproduction of a bright red 
tiled roof was built over the top sec- 
tion of boxes to carry out the motif 
of an antique or gift shop. All very 


attractive. 
* — * 


Do You Sell Huaraches? 


If you are selling Mexican huara- 
ches this Summer you will be interest- 
ed in the thorough window merchan- 
dising job being done by one of the 
New York stores. It is built around 
a completely Mexican theme. For 
background effects the window has 
bright- colored Mexican shawls and 
blankets fastened to the walls and 
spread on the floor. Accessories in- 
clude Mexican hats, gourds, guitars, 
silver spurs and hand made jewelry. 
Huaraches in many colors are scat- 
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TAKE A RAIN CHECK ON THIS ONE! 


(Store requests to remain anonymous) 


O. P. Ideator—“lt seems to me that probably every 
shoe store has had the experience at some time or 
other of featuring a sale of some particularly desirable 
type of footwear and finding a very large response 
with the result that the stock is sold out in less than 
the anticipated time. I suppose that under such cir- 
cumstances there is nothing else a retailer can do but 
regret that he didn’t have more stock so that he could 
have sold twice the number of pairs. Did this ever 
happen to you?” 


Buyer X—“It used to happen in our store until we 
evolved our ‘rain check’ idea. Sales have frequently 
been too successful with the result that we have often 
been sold out before all potential buyers have a chance 
to buy. Customers arriving late are irritated over 
losing the opportunity to buy at a special price—par- 
ticularly if they are regular customers—and dangerous 
ill-will is created.” 


O. P. Ideator — “And what is your ‘rain check’ 
idea?” ; 

Buyer X—“After two such experiences, we decided 
that something had to be done. So we evolved a plan 
whereby customers can realize the special values of 
any sale if she reaches the store during the sale 
period but after the last pair has been sold. We give 
such customers a ‘rain check’ stating that the store 
will deliver the shoes to the customer provided they 
can get the shoes at the same price featured during 
the sale.” 


O. P. Ideator—“*What does the ‘rain check’ look 
like?” 


Buyer X—“On one side of a special slip is listed 
the selesman’s name and number, date, stock number 
and description of the shoes, and time of day issued, 


with the message: This is not a receipt—do not pay 
for merchandise until it is available. 

On the back is printed: This check is for advertised 
specials which are sold out. It insures you of the extra 
savings as soon as we can replenish our stock. Note: 
this does not apply to merchandise on which only 
limited quantities are advertised. 


O. P. Ideator—“In other words, if you can still get 
the shoes at a good price you will still continue to 
sell them at sale figures.” 


Buyer X—“That’s right, and we are fully covered 
in case we have to reorder at a higher price. These 
slips also give us accurate data in estimating poten- 
tial demand for future sales as wel¥as days and hours 
on which to expect heaviest business. 

“Salesmen carry these slips in their pocket and hand 
them out as soon as sale footwear becomes exhausted. 
The slips are explained to the customers as they are 
made out and when enough ‘rain checks’ have ac- 
cumulated a good sized re-order is made. When the 
merchandise is received the customers are notified by 
phone to come in for their shoes. If a slightly higher 
price must be charged, we have found that customers 
are usually willing to absorb it.” 


O. P. Ideator—“How successful has the idea worked 
out?” 

Buyer X—“Well, all I need to say is that on one 
occasion we sold 400 pairs of saddle oxfords before 
two o'clock on a sale day. From two until closing, 
165 ‘rain checks’ were issued—enough to justify an 
immediate re-order of 200 pairs at the same price. 
These extra sales meant positive extra profits for our 
store—sales that could not have been accurately cal- 
culated in any other way except through our ‘rain 
checks.” 








tered around the display in casual, 
seemingly haphazard fashion. All of 
which makes a very effective and sell- 


ing window. 
* * & 


Can’t Understand It Dept. 


Recently, we were talking about 
advertising to a New York retailer 
and he said: 

“I can’t understand why a retailer 
will spend good money to advertise 
a. special prometion on a certain 
group of shoes and then not have the 
shoes prominently displayed in his 
windows and store displays at the 
same time. It seems to me the most 
logical thing for many customers to 
walk by your store on the day you 
advertise ta see if the shoes actually 
look as good in your window as you 
describe them in the ad. Also, you 
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know that many customers are going 
to ask for these specials so why don’t 
retailers prepare their salesmen: con- 
venient arrangement of stock, discus- 
sion of fitting and selling qualities, 


etc.” a ee 


New Hours for Business 


The tremendous speed-up in defense 
industries has made vast changes in 
the retail business, not only in the 
increased purchasing power of the 
consumer but also in the actual meth- 
ods of doing business. As, for example, 
with plants running three shifts, many 
merchants near factories have found it 
advisable to alter their hours in order 
to “cut their piece of pie.” In fact, we 
have even heard of some types of 
stores staying open 24 hours a day. 
Others, staying open evenings during 
the week to accommodate automobile 


traffic on the main highways. Highway 
etailing and odd hours offer new prob- 
lems. Do they affect you? 

. * * 


As Seen From All Sides 


In the women’s basement depart- 
ment of Bloomingdale’s, New York 
department store, we recently dis- 
covered a very interesting center- 
department display that deserves de- 
scription to our readers. 

Circular, about four feet in diam- 
eter by five feet high, the display 
stand consists of three shelves around 
a center glass post. Illumination is 
provided by electric lights concealed 
in the center post and, to make the 
effect complete, the whole stand slow- 
ly revolves. An excellent way to 
display featured style shoes or beach 
and play shoes. 
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Arthur G. Loye, left, and his son, Dr. Arthur W. 
Leye, compare notes on their Recorder reading. 


THE LOYES, FATHER AND SON, OF HOLLYWOOD, CALIF., ARE 
SPECIALISTS IN FOOT COMFORT AND THEIR SATISFIED CUS- 
TOMERS COME FROM ALL WALKS OF LIFE IN THIS MOVIE CAPITAL 


THE Loye Shoe Store, at 5538 Santa Monica Blvd., 
Hollywood, has for 19 years been a well known estab- 
lishment in this “city of the movies.” Arthur G. Loye, 
head of the firm, has had more than 35 years’ experi- 
ence in the retail shoe trade, formerly having a shoe 
store in Milwaukee before moving his business to this 
city. His son, Dr. Arthur W. Loye, who four years 
ago received his degree of doctor of podiatry, is asso- 
ciated with his father in the business. 

Both Loyes, father and son, have been constant 
readers of Boot anpD SHoe RecorDER for many years 
and Mr. Loye, senior, has this to say about it: 


“Even with my 35 years of practical shoe fitting 
behind me, I find each RECORDER gives me the necessary 
all-’round fund of information I still need in operating 
my retail shoe business.” 

His son says: “As a kid in my father’s store back 
in Milwaukee 19 years ago, I began reading the 
Recorper. Then as I began to fit shoes under my 
father’s exacting tuition, his instructions were always 
augmented by regular RECORDER reading. This reading 
gave me a well-balanced outlook on the shoe industry 
in all its branches, a fundamental reading that even a 
professional man needs.” 


Boot and Shoe Recorder 





In unlined casual footwear, practical shoe- 
makers find Celastic easily adapted and a 
thoroughly efficient box toe. The shape of 
the moccasin type toe is maintained —an 
important feature in shoes that are to re- 


tain their sporty appearance. 


HOW CELASTIC IS USED IN UNLINED CASUAL SHOES 


Celastic is proving successful in casual, play and loafer types. In factory 
production, the dry Celastic box is cemented along the skived tip line 
- edge and positioned on the inside of the vamp. Stitching in the plug 
permanently fastens the box. At the pulling over operation the upper is 


turned back and the surface of the Celastic next to the vamp is brush- 
coated with Celastic Softener. The surface of the box toe fuses with the 
leather, making a tight toe unit. 


THE QUALITY This Celastic adaptation provides a firm, durable box toe — the character 


BOX TOE 


of the shoe is preserved and the toe area remains clean and comfortable 
on the foot. 


‘UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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New Safety Shoe Grounds Static Electricity 


Conductive Shoe, Perfected After Long Experiment, Is Prov- 
ing Effective Preventive of Explosions in Hospitals 
and Industrial Plants 


Four Conductive Shoes made by the O'Donnell Shoe Company with the 


special 


patented constructions designed to ground static electricity and eliminate expio- 
sions in hospitals and industrial plants. Reading left to right: Two women's shoes 
...@n occupational shoe in black elk and a nurse's shoe in white beck. Two men's 


shoes .. 
kip leather. 


. a doctor's shoe in washable white elk and an occupational shoe in tan 
The ohm meter appearing in the background registers an electric 


charge when the wearer of a pair of Conductive Shoes stands on the pads wired 
to the meter, thus showing that the shoes are effectively grounding the static. 


New YorkK—The potential danger 
from static electricity stored in the 
human body has long been recog- 
nized by scientists. Unless properly 
grounded this electricity may emit a 
spark which, in the presence of an 
inflammable gas or chemical, will some- 
times cause a severe explosion. Op- 
erating rooms of hospitals and indus- 
trial plants of many kinds are the 
chief danger spots. 

Precautions of various sorts have 
been taken, but none of them has ever 
effectively reached the real source of 
danger, which is the worker himself. 
In hospitals, doctors and nurses have 
worn chains on their legs or have cut 
out the soles of their shoes in an at- 
tempt to ground the electricity. Oper- 
ating tables and apparatus, even the 
floor of the room, have been grounded. 
In industrial plants similar precau- 
tions have been taken. 

None of these devices solved the 
problem. The answer is said to have 
been found in the Conductive Shoe, 
which is the result of long and patient 
research and which is being made by 
the O’Donnell Shoe Company in a num- 
ber of styles adapted to various uses. 
It is also being made in safety box toe 
work shoes by International Shoe Co. 
This shoe effectively grounds the static 
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electricity in the body of the wearer. 
A long series of experiments and tests 
by research workers in leading indus- 
trial, university and private labora- 
tories preceded the development of this 
shoe. The entire construction, as well 
as the sole, is specially prepared. Non- 
toxic alkaline solutions have been used 
to impregnate the leather, the cotton 
shoe linings and various cellulose shoe 
findings, thus making every part of 
the shoe conductive to electricity. Tests 
have shown that the shoe is two-thirds 
more efficient than is necessary for suc- 
cessful grounding of the electricity. 
Tests have also proved that none of the 
solutions used in preparing the shoe is 
injurious to health. The entire process 
is covered by patents. Different types 
of shoes suited to hospital and indus- 
trial wear are now in extensive use. 
Samples are shown in the accompany- 
ing photograph. 

The importance of such a shoe con- 
struction in relation to many types of 
defense work is obvious. The O’Donnell 
Shoe Company has made contacts with 
leading industries and Government de- 
partments including arsenals, powder, 
arms and chemical plants, as well as 
oil companies, flour mills, rubber com- 
panies, motor carriers, etc. 


Practical Pointers on 
How to Sell Shoes 


[CONTINUED FROM PAGE 26] 


Mrs. J: Oh, my yes, my feet nearly 
kill me half the time. 

S: Oh, that’s too bad, Mrs. Jones, but 
there is a way to remove the cause of 
all that distress. Won’t you come in 
soon and let us show you what we can 
do for you? There’s no obligation of 
course. We just want to check up on 
your feet. 

Mrs. J: Why, yes, I'll be glad te. 

S: How about Wednesday, we don’t 
have so many appointments then and 
we can give you all the time necessary 
to check your foot problems thoroughly. 
Say about ten o’clock? 

Mrs. J: Yes, I'll try to make it by 
ten as I have a luncheon engagement at 
twelve. 

S: That’s fine, Mrs. Jones, and I'll 
be all ready to take care of you. 

You notice we have asked for Mr. 
Jones knowing full well that Mr. Jones 
is about his business elsewhere. That 
gives us an opportunity to kill two 
birds with one shot. 

Asking for Mr. Jones lends the tele- 
phone call a semblance of importance 
and Mrs. Jones will be less reticent to 
talk than if approached directly. 

Now Mr. Jones may never have said 
a word about his feet but you may be 
sure that Mrs. Jones will ask him when 
he returns. And you have Mrs. Jones’ 
promise to call on Wednesday at ten. 

Of course if Mr. Jones should happen 
to be home when you call you can alter 
the conversation to fit the case. 

Hundreds of men and women are 
still walking around on feet that caused 
them plenty of grief and they are will- 
ing subjects for your ministrations. 
Give them a chance to put their feet in 
your hands by inviting them into your 
store personally. 

The direct salesman who has to go 
to his prospects can give you a bushel 
of ideas from his book of knowlddge. 
He sells his prospects better things 
than they have been accustomed to 
buying, by force of description and 
demonstration. Familiarizing your 
prospects with your better merchandise 
will cause them to want it and that 
desire will keep them from going on 
buying their shoes haphazardly. Direct 
personal appeal will overcome adver- 
tised price appeal. Sell better merchan- 
dise by using better salesmanship. 

Lift yourself above the humdrum 
existence of arguing about size and 
price. Sell foot relief-foot comfort, 
bodily health and peace of mind by edu- 
cating your prospects to wear a differ- 
ent shoe for every purpose. Don’t let 
your housewives wear run-down dress 
shoes for the hours of torture they 
spend doing housework. Don’t let your 
workmen wear dilapidated dress shoes 
for the hours they spend on duty. 

[TURN TO PAGE 39, PLEASE] 
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in VODE DOESKIN | 


DOLPHIN GREY PINE GREEN 
CANYON BROWN 


A new note for town dressing is the matched 
silhouette. It is a pretty feminine fashion that 
requires skillful merchandising. Standard Divi- 
sion’s three TOWN-TALKING COLORS are per- 
fectly matched to high fashion fabric colors, 
already specified for town suits, coats, dresses. 
Dolphin Grey, Pine Green, Canyon Brown are 
rising colors, and should enter merchandising 


plans now for effective October promotion. 


STANDARD KID DIVISION 
«Mlied Kid 


209 South Street, Boston, Massachusetts 
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Rock Maple Last Blocks from carefully 
selected quarter-sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


After the turning operation the last sur- 
face is rough with heel and toe unfin-, 
ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 
STYLE and FIT. The precision with which our lasts are 
graded has earned for us the reputation of making 
the best-fitting lasts in all sizes and widths ever pro- 


duced in the history of the industry. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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THIS WEEK IN 


* NATIONAL NEWS 


New Bids Submitted on Army Contracts 


21 Firms Quote Lower Prices on Service Shoes at Opening 
Following Rejection of Previous Bids and Establishment 
of Hide Price Ceiling 


Boston, Mass.—At the first Army 
service shoe bid opening to be held 
following the rejection of all bids on 
May 23 and the subsequent imposition 
of a ceiling on hide prices, manufac- 
turers on June 19 quoted prices from 
ten to twelve cents per pair lower on 
leather-soled footwear and from two 
to nine cents lower on shoes made with 
corded rubber soles. Although a com- 
paratively small number of manufac- 
turers participated in the bidding—the 
total was 21—interest in the opening 
attracted an unusually large number 
of spectators, many of them represen- 
tatives of tanners and other suppliers 
of raw materials to the manufacturer. 
Bidders and prices quoted were as fol- 
lows: 

J. F. McElwain Company, Mancester, 
N. H., 36,000 pairs (leather soles) at 
$3.29 per pair; W. L. Douglas Shoe Co., 
Brockton, Mass., 36,000 (leather) at 
$3.42, or 36,000 (rubber soles) at $3.30; 
Endicott-Johnson Corporation, Endi- 
cott, N. Y., 72,000 (leather) at $3.425, 
or 72,000 (rubber) at $3.225; General 
Shoe Corporation, Nashville, Tenn., 
40,000 (leather) at $3.43; International 
Shoe Co., St. Louis, 150,000 (leather) 
at $3.44, or 150,000 (rubber) at $3.29; 
Hilt Bros. Shoe Co., Hudson, Mass., 
36,000 (leather) at $3.48, or 36,000 
(rubber) at $3.43; Weyenberg Shoe 
Mfg. Co., Milwaukee, 50,000 (leather) 
at $3.49; or 50,000 (rubber) at $3.39; 
Craddock-Terry Shoe Corporation, 
Lynchburg, Va., 36,000 (leather) at 
$3.49, or 386,000 (rubber) at $3.40; 
Joseph M. Herman Shoe Co., Boston, 
150,000 (leather) at $3.49, or 150,000 
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Dates to Remember 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 


Michigan Shoe Travelers’ Fall Shoe 
Show, Hotel Statler, Detroit, 
Mich. July 7, 8, 9, 1941 


Charlotte Shoe Fair, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 
July 13, 14, 15, 1941 


Buffalo Fall Shoe Show, Hotel Stat- 
ler, Buffalo, N. Y. July 13, 14, 1941 


Baltimore Co-Operative Fall Shoe 
Show, Lord Baltimore Hotel, Bal- 
timore, Md. July 13, 14, 15, 1941 


Golf Tournament Boot & Shoe 
Travelers Association of New 
York, North Hills Country Club, 
Douglaston, L. I. July 24, 1941 


Annual Outing Buffalo Shoe Retail- 
ers Association, Walker's Grove, 
Williamsville, N. Y. August 13, 1941 





(rubber) at $3.31; Belleville Shoe Man- 
ufacturing Co., Belleville, Ill., 50,000 
(leather) at $3.495, or 50,000 (rubber) 
at $3.375; Holland-Racine Shoes, Inc., 
Holland, Mich., 40,000 (leather) at 
$3.50, or 40,000 (rubber) at $3.33; 
Shelby Shoe Co., Salem, Mass., 50,000 
(leather) at $3.50, or 50,000 (rubber) 
at $3.32. 

Doyle Shoe Co., Brockton, Mass., 

[TURN TO PAGE 36, PLEASE] 
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Manufacturers Await Ruling 
On Labeling Law 


New York—President Jay O. Ball, 
of the National Boot and Shoe Manu- 
facturers’ Association, has not as yet 
received a ruling from the Federal 
Trade Commission on the petition filed 
by the association for an exemption for 
shoes from the provisions of the Wool 
Products Labeling Act, which was 
passed by Congress in 1939 and which 
becomes effective July 14. The com- 
mission still has the association’s peti- 
tion under consideration and has given 
careful attention to the arguments 
raised in favor of exemption. 

Executive Vice-President L. E. 
Langston, of the National Shoe Re- 
tailers’ Association, has also been in 
conference with the authorities at 
Washington with regard to this act 
and its possible effects upon the shoe 
trade, although it would appear that 
the law places the responsibility for 
labeling primarily upon the manufac- 
turer rather than the merchant. It has 
been assumed that shoes on hand in the 
retail store and sold within the state 
would not be subject to the law. 

Section 4D of the law provides that 
products whose wool content is insig- 
nificant or inconsequential can be held 
exempt from the labeling requirements, 
and it is on this ground that the Na- 
tional Boot and Shoe Manufacturers’ 
Association is making application to 
the Federal Trade Commission for an 
exemption, also on the ground that 
there is no problem of misbranding in 
connection with the wool content of shoe 
materials, such as would be experi- 
enced in connection with blankets, suit- 
ings, etc. The industry as a whole, it 
is contended, has never considered the 
wool content of shoes materials, nor 
has the consumer been conscious of it 
when buying footwear in which gabar- 

[TURN TO PAGE 38, PLEASE] 





: ) Shoes have Scuffless Heels 


This smart kid step-in illustrates why 
“Red Cross” shoes enjoy such continuous 
popularity. Their good styling and qual- 
ity shoemaking are beauty-insured with 
Scuffiess “Pyraheel” plastic heel covering. 
No dents, scuffs or stains will mar their 
good-looking life. Add the Scuffess “Pyra- 
heel” story to your merchandise plan. It 
will make new friends for your store. 


E.1. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 


Novel Display Features Shoemaking Exhibit 


An unusual feature of the display of the Compo Shoe Machinery Corp. at the re- 

cent Boston Shoe Fair was a brilliantly lighted stage at one side of the room 

across which moved a continuous “ballet” of shoes. Each shoe as it reached the 

center of the stage rose and turned and showed to the best advantage a broad 

representation of footwear by manufacturers using the company’s process. Else- 

where in the room were large framed panels highlighting the important steps in 
the manufacture of a Compo shoe. 
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New Bids Submitted 
On Army Contracts 


[CONTINUED FROM PAGE 35] 


36,000 (leather) at $3.505, or 36,000 
(rubber) at $3.45; E. J. Givren Shoe 
Co., Rockland, Mass., 40,000 (leather) 
at $3.51, or 40,000 (rubber) at $3.41; 
Brown Shoe Co., St. Louis, 100,000 
(leather) at $3.52, or 100,000 (rubber) 
at $3.31; Cannon Shoe Co., McSherrys- 
town, Pa., 36,000 (leather) at $3.52, 
or 36,000 (rubber) at $3.33; Charles 
A. Eaton Co. Brockton, 100,000 
(leather) at 3.525; Daly Bros. Shoe 
Co., Boston, 72,000 (leather) at $3.525, 
or 72,000 (rubber) at $3.36; Allen- 
Squire Co., Spencer, Mass., 36,000 
(leather) at $3.54, or 36,000 (rubber) 
at $3.28; Moose River Shoe Co., Old- 
town, Me., 36,000 (leather) at $3.55, 
or 36,000 (rubber) at $3.41; and A. 
R. Hyde & Sons Co., Cambridge, Mass., 
40,000 (leather) at $3.57, and 40,000 
(leather) at $3.60, or 80,000 (leather) 
at $3.585; also 40,000 (rubber) at $3.42 
and 40,000 (rubber) at $3.45, or 80,Q00 
(rubber) at $3.435. 

Bids also were opened June 19 on 
two lots of C. C. C. shoes—76,908 pairs 
of Type “B” with leather soles, and 
226,908 pairs of Type “E” with rubber 
soles. While standard specifications 
call for the use of black side leather 
in the uppers of these shoes, because 
of the shortage of that color, manufac- 
turers were allowed to bid either on 
the black or the standard brown re- 
tan stock used in Army service shoes, 
which is more readily available. This 
also was a re-opening, as bids sub- 
mitted on May 23 were rejected when 
it was found that the low bidder had 
quoted $3.69 on the Type “B” shoe and 
$3.39 on the Type “E.” June 19 bids 
were: 

Cannon Shoe Co., 36,000 pairs Type 
“B” at $3.52, or 36,000 Type “E” at 
$3.33; Endicott-Johnson Corporation, 
25,000 Type “B” at $3.525, and 25,000 
Type “E” at $3.345; International Shoe 
Co., 45,000 Type “B” at $3.57, or 45,- 
000 Type “E” at $3.33; Brown Shoe 
Co., 76,908 Type “B” at $3.59, or 
100,000 Type “E” at $3.31; E. J. Giv- 
ren Shoe Co., 36,000 Type “B” at $3.61; 
Hubbard Shoe Co., 76,908 Type “B” at 
$3.62, or 75,000 Type “E” at $3.48; 
Joseph M. Herman Shoe Co., 76,908 
Type “B” at $3.62, or 76,908 Type “E”” 
at $3.34; Holland-Racine Shoes, Inc... 
36,000 Type “E” at $3.38. 


Changes Store Name 


MAQUOKETA, Iowa—Gale Spaulding 
and Paul Creger have named their shoe 
store The Spaulding & Creger Shoe 
Store, changing it from the Kaler Shoe 
store, the name of the former operator. 

Mr. Spaulding bought the store from 
Charles H. Kaler last year, and Mr. 
Creger bought a partnership from Mr. 
Spaulding in May.. They have added 
a number of new lines so that they carn 
cater to a larger number of people. 


Boot and Shee Reco-der 





., 226 a ae eh ot nt om eM 4. bes. 


On Road for United Last 


Boston, Mass.— The United Last 
Company recently announced that Mor- 
rell P. Zent has been transferred from 
model-making to selling. Mr. Zent has 
a background of twelve years’ experi- 
ence in last naking and model-making 
at the Empire Last Works branch, 
Rochester, New York, and in other 


MORRELL P. ZENT 


United model rooms under the tutelage 
of some of their most successful de- 
signers. 

In his new capacity Mr. Zent will 
cover Maryland and Pennsylvania ter- 
ritory, formerly taken care of by Lloyd 
Brown. Although Mr. Brown will still 
devote part time to his old territory, 
he will make his headquarters at the 
United Last Company’s Style Studio 
in the Marbridge Building, New York 
City. 

As a result of these changes the man- 
agement of the United Last Company 
believes its customers will benefit by 
a more complete utilization of Mr. 
Brown’s ability and experience and 
increased style service will be made 
available at their studio to a larger 
number of manufacturers and shoe 
buyers. 


Indications of Interest 
In Baltimore Shoe Fair 


BALTIMORE, Mp.—There are: definite 
indications that the Shoe Fair to be 
held here at the Lord Baltimore Hotel, 
July 13, 14 and 15, will be a real suc- 
cess. Louis Berman, who is in charge 
of arrangements, reports that reserva- 
tions are coming in from prominent 
manufacturers and wholesalers east of 
the Mississippi for display space, and 
those in charge of the show are becom- 
ing daily more optimistic. Reservations 
have been bobdked for displays of prac- 
tically all types of footwear. 

The show will be strictly a business 
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* Veriflexible Construction 
* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 





affair, and there will be no luncheons 
or any other sort of entertainment to 
distract the attention of the buyers ex- 
cept a surprise night planned for the 
final evening. The Lord Baltimore 
Hotel has reserved four spacious floors 
for the event, and those who desire 
reservations or additional information 
regarding the show may address Louis 
Berman, Room 348, Lord Baltimore 
Hotel, Baltimore. 


Opens Family Store 


MERRILL, Wis.—-Eugene P. Chauvin, 
until recently a shoe salesman at Peter- 
man Bros., has opened Gene’s Shoe 
Store, here, at 811 East First Street, 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 


{FOOT REST FACTS} 


T REST 


Slightly Higher 
#6 70 #6 Denver West 


‘Not old lady’s running shoes, but latest patterns, 
combined with hidden comfort features to give 
complete shoe satisfaction. All our skill and re- 
sources are devoted to one brand, one quality; all 
Cincinnati made. Foot Rests are perfect for profit. 


THIS SHOE HAS EVERYTHING! 


* NATIONAL 
ADVERTISING IN 
Vogue - 

Ladies’ Home Journal 
Good Housekeeping 


The Instructor 





McCall's 











*Four-Spot Comfort 
* Smartest Styles 

* Markup 40% to 44% 
* Welts and Littleways 


* Quick Turnover 


e) 


with a complete stock of men’s, wo- 
men’s, children’s and infants’ footwear. 


Leather Men to Hold 
Annual Golf Tourney 


MILWAUKEE, Wis.—The Leather and 
Allied Trades Association, 918 North 
4th Street, here, will hold their annual 
golf tournament and dinner party on 
Tuesday, July 15, at the North Hills 
Country Club. 

Luncheon will be served from 11.30 
A.M. to 1.30 P.M. Golf will be played 
all day, and for those who do not in- 
dulge, there will be a horseshoe pitch- 
ing contest during the afternoon. 

Dinner will be held at 6.00 P.M. 
followed by an entertainment program. 
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When the shoes start losing ground, 
Newflex STILL is good and sound. 
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Children's Shoes 


Fast In-Stock Service 


SUPERIOR PRE-WELTS 


Real trade builders! 
te retail $1.50 to $2.50 
2-6, D; 6%-8, CD; 8% - 12, 
: BCD; 12%-3, 


Leather quarter linings, 
folded wedge 
heels, leather insoles, 
Combination last. 

- les 2-8, 


les 
White Elk =: sandal for play- 


SUPERIOR SHOE CO., Mfrs. 


508 S. Peoria St. Chicago 
also carried in stock by 
American Shoe Co., 8. Frei 
251 W. Jefferson St., 119-121 E. 
Detroit 


Fort 
Jayson Shoe Co... . Los Angeles, Ca 


ee 


Shoe Dressing 


— 


CAVALIER 


SHOE DRESSINGS 


CORRECT CLEANERS FOR EACH SHOE 


FOR SHOE TRADES ONLY 
CAVALIER — MFRS. — BALTIMORE 




















Manufacturers Await Ruling 
On Labeling Law 
[CONTINUED FROM PAGE 35] 


dine or other fabrics may have consti- 
tuted the upper material. 

A considerable volume of informa- 
tion and proof has been presented by 
the National Boot and Shoe Manufac- 
turers’ Association to the Federal 
Trade Commission, in connection with 
its application for an exemption for 
shoes from the requirements of the 
labeling law, and it is the expectation 
of the association that a ruling will be 
announced between now and July 14. 
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Adds to Territory 


St. Louis, Mo.—L. W. (Bill) Mosson, 
who has been with the Tober-Saifer 
Shoe Company, Inc., for several years 
as their representative in the State of 
Kansas, has recently been given the 
added territory of Kansas City, Kan., 
and Kansas City, Mo. 


L. W. MOSSON ~ 


Mr. Mosson has been selling shoes 
for many years and has been active in 
both retail selling and sales promotional 
work. He is now in his territory with 
the three complete lines of the firm’s 
Jolene shoes. 


Seattle Men’s Store 


Modernized 


SEATTLE, WASH.—With a well-devel- 
oped shoe department, featuring na- 
tional lines of men’s footwear, Wester- 
man’s, men’s store, has recently been 
remodeled at First Ave., S., and Main 
Street, to welcome the third genera- 
tion of men customers in this pioneer 
location. 

Following a trend five years ago, 
Westerman’s opened a _ second store 
nearer Pike Street, but has now con- 
solidated this store with the original 
setup of the founder where an extensive 
remodeling program has been com- 
pleted. 


Shoe Production Expected 
To Hit New High 


New York—The Tanners’ Council of 
America estimates that shoe production 
in May amounted to 41 million pairs, 
exceeding last May by 36 per cent and 
establishing a new high for the month. 
Output in May, 1940, amounted to 30,- 
139,000 pairs. Continued heavy produc- 
tion in the shoe industry is of partic- 
ular interest at present in view of the 
action taken by OPACS on June 16, 
placing a ceiling on hide prices. It was 
pointed out by officials of OPACS that 
forward buying of shoes and, conse- 
quently, of leather, appeared to have 
exaggerated the real level of demand. 











Back of the sturdy, smartly 
styled shoes for little feet 
that carry Mrs. Day’s Ideal 
Trade Mark, is a wealth of 
experience and research into 
every phase of the shoe fit- 
ting and construction re- 
quirements of this important 
age group. As a result, we 
have won the enthusiastic 
support of the medical pro- 
fession for our shoes and of 
experienced shoe fitters 
everywhere. Built over three 
different lasts, you are en- 
abled to fit nearly every foot 
—even the fattest and widest 
——with ease. It will pay you 
to look into Mrs. Day’s Ideal 
Flexible Walking shoes in 
the 3 to 8 run as a founda- 
tion line for your juvenile 
shoe department. We'll glad- 
ly send a catalog or a sales- 
man. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 
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Considerable interest is, therefore, 
manifest in shoe and leather trade 
cireles regarding the effect of the hide 
price order on shoe buying policies. 
However, it is pointed out, whether or 
not further inventory accumulation is 
avoided, ‘a new record for shoe produc- 
tion is almost certain in 1941. 
Including the estimated May output, 
production for the first five months of 
1941 reached 201,527,000 pairs. This 
is an increase of 19.9 per cent over 
1940, when 168,138,000 pairs were 
turned out. Comparable figures for 
former years are as follows: 1941, 
201,527,000 pairs; 1940, 168,138,000; 
1939, 178,766,000; 1938, 157,521,000; 
1937, 198,332,600, and 1936, 164,896,000. 
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D® Scholl's LOPAD 


THE ONE FOOL-PROOF METATARSAL 
CUSHION THAT SATISFIES THE CUS- 


TOMER EVERY TIME! 


TOP gluing Metatarsal Cushions, or Pads 
hoes. With Dr. Scholl’s LuPADS 
the customer locates the pad on the foot where 
it is most comfortable and does the most good. 
make the sale and the profit. No after 
complaints or adjustments needed. 7 out of 


in your s 


You 
every 10 people are potential customers. 


Dr. Scholl’s LuPADS are feather-light, com- 
fortable; loop over the foot. The soft, cushioning 
s under Metatarsal Arch. Worn 
‘0 show them is to sell them. You 
reap profit and repeat business. 
Made in sizes, Women’s 3 to 

Men's 7 to 13, inclusive. Rights and 
lefts. Sold in pairs only. Retails $1.00 
dozen. Packed 

in attractive display container. 


SPECIAL INTRODUCTORY OFFER! 


invisi bly. 


ir. Wholesale $8.00 


sizes and you will re- 
ceive this attractive 
sales - compelling 
Display Foot FREE 


THE SCHOLL MFG. CO., 
inc., Chicage, New York 


10. 
In Stock for 


$600 
RETAILER 


Beautifully hnished 
4 foot, actual size 

LaPAD mounted on 
Soot. Solid wood base. 
Free with special in- 


offer. 





Dealers Everywhere Are 
Getting On The Band- Wagon 


EY’RE awake to the 

fact that active women 
everywhere, in homes, at 
work, in outside activities, 
are now demanding sim- 
ple, classic style shoes that 
are good-looking yet truly 
comfortable.With medium 
heels or low heels. In good 
style & good taste, of good 
quality. Shoes like Bel- 
laires. Good reason why 
many of America’s leading 


stores feature Bellaire’s 
year in and year out — for 
good profits and repeat 
business. Illustrated is 
our Foot Director No. 2, 
with its large built-in leath- 
er “cookie”—a proven help 
to most feet, even normal 


ones. 
> 


Immediate Delivery 





Practical Pointers on 
How to Sell Shoes 


[CONTINUED FROM PAGE 32] 


Thousands of them are doing just that 
because they don’t know any better. 
It’s your business to teach them that 
they must have the right shoe for the 
right purpose. 

Teach them that it is as important 
for the workman today to be weli shod 
in shoes that fit his job as it is for him 
to be properly equipped mentally to 
perform his duties. 

Stress the health angle of shoes that 
give the utmost in support, flexibility, 
comfort and appearance. 

Uniformity in dress for service men 
is an established custom in many or- 
ganizations and has been made stand- 
ard equipment. Yet shoe men sit idly 
by and sigh for more business instead 
of organizing a concerted effort to sell 
Uniform shoes to match uniform 
clothes. Sell employers on the correctly 
fitted shoes idea to fit the man and the 
job. Sell employers on the increased 
efficiency of an employee wearing cor- 
rectly fitted shoes to take his mind off 
his feet. Sell employers on the health 
and safety angle and they'll help you 
sell their employees. 

They'll be glad to cooperate by allot- 
ing you time to make a demonstration. 

Have your charts ready to show the 
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results of inferior shoe equipment on 
the muscles, tendons and nerve centers 
of the body of the workers. Don’t sit 
back and sigh for more business. Go 
and get it. 

The shoe store of tomorrow will have 
an outside contact man just as surely 
as has the home appliance dealer, the 
automobile dealer, the greeting card 
dealer, and the extract dealer today. 

Time was when they too sat in their 
offices and sighed for business. Then 
some far-sighted merchandiser saw the 
possibilities in direct selling and presto 
their sales jumped to an all time high. 

They educated their public to the ad- 
vantages and desirability of their 
products and sold thousands who had 
never dreamed of buying them. 

We have much more to offer in bodily 
health, bodily comfort, efficiency, ease, 
and desirability. Let’s educate our pub- 
lic to a new appreciation of life, liberty 
and the pursuit of happiness in the 
right footwear for the purpose. 

Hundreds of shoe dealers bemoan the 
chain store price competition. They 
blame the manufacturer, the whole- 
saler and the salesman for this condi- 
tion. Yet they have opportunity knock- 
ing at their door to forever eliminate 
it. Their public can be educated to 
appreciate the finest in service, health 
protection and durability. Sell them on 
the desirability of better footwear. 

Many a_ streamlined automobile 


graces the front yard of a modest home 
because a live, well-informed salesman 
put it there. Would you say that a 
family that rides in luxury cannot be 
sold on the idea of walking in ease? 
Get enthusiastic! Sell ideas. Choose 
your prospects. Don’t let your prosnects 
choose you. Sell tomorrow’s prospects 
today. We have so much to talk about 
in fitting fine footwear that there isn’t 
space to put it down. We have so much 
to tell and the telling is both pleasant 
and profitable if we will only go to 
the people and tell it with enthusiasm. 


Fifth Avenue and Thereabouts 


[CONTINUED FROM PAGE 24] 


Woven straw play sandals in bright 
colors with novel spool heels are selling 
well in one large play shoe department. 
This store has also featured success- 
fully printed cotton play shoes with 
sabot straps, and matching bags. 

Color, of course, is paramount in the 
play and casual types that are selling 
right now. Bright reds, bright greens, 
multicolors, colorful prints, woven 
effects, all are good in these little Sum- 
mer shoes. And the styles are as care- 
free and lighthearted as the colors 
themselves. Which points to the belief 
that the shoes will be gay (and the 
matching bags, turbans, etc.) and will, 
often, sound the color keynote for the 
costume this season. 
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Keep That Pendulum Swinging 
[CONTINUED FROM PAGE 15] 


elty colors, too, if yours is the right 
kind of store with the right type of 
customer, to make such a business suc- 
cessful. 

Take patterns, types and treatments. 
The same rule applies. There are cer- 
tain tested favorites. You know that 
these constitute the big percentage of 
your business. Let these shoes carry 
your business along in the even rhythm 
which is the surest way to steady profit 
making. This year we have evidence 
that: 1. The plain spectator pump with 


40 








the old-fashioned wing tip and closed 
toe is the biggest seller of the current 
Summer season. 2. The bow-trimmed 
elasticized pump was the best seller this 
Spring. Popular opinion to the con- 
trary, most women are loyal to « style 
that has proved comfortable and flat- 
tering. With that in mind, you can 
count on spectators and trimmed elas- 
ticized pumps as important dependable 
staple styles for the coming Fall just 
as surely as you can count on selling 
black suede for early wear and tans 
and rusts in smooth, grained and 
crushed leathers for early and late 
Fall, and patent leather for first 
Spring, staple blue for milder weather, 
whites for Summer. 





Adds to Personnel 


Los ANGELES, CAL.—Harold Frankel 
has made the following appointments 
to the personnel of the Harold Shoe 
Stores, of which he is the proprietor. 
In the Westwood Village shop, Charles 
Reed has joined the selling organiza- 
tion. J. A. Chard has been transferred 
from the Westwood Village store to 
the management of the Beverly Hills 
shop. Mr. Frankel is spending most 
of his time in merchandising both of 
these very active stores. 





Selby Votes Dividend 


PorRTSMOUTH, OH1I0—Directors of the 
Selby Shoe Co., here, voted a year-end 
dividend of 50 cents a share, payable 
July 5 on stock of record June 25. The 
action increased the year’s dividend 
to $1. 

Roger A. Selby was re-elected presi- 
dent and N. B. Griffith, vice-president 


Growing feet deserve the right shoe 
in shape, style and material; and 
when it comes to price, the public gets 
_ the most for the money with Elam's. 





| Speedy—IN-STOCK 
| 542-—-White Elk 


| 540—Patent Leather Sizes 2/9 


| Write for ELAM booklet—ond contact the 
| distributive center near your city or town. 


F.S.ELAM SHOE CO. 











and general manager. W. R. Daley, 
Cleveland, and George A. Sloan, New 
York, were re-elected directors. 


















Famous Barr Promotes Shoe Features 





Bert Jackson, well known men’s shoe buyer for the Famous Barr Co., St. Louis, 


stands beside a dis 


used recently by the store to promote the special vamp 


play 
lining used in their line of Paragon shoes. A large street floor window also was 
used in the promotion and was the means of bringing many customers into the 
department to inquire as to the features mentioned in the promotion. 
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Washington News Reel 
[CONTINUED FROM PAGE 22] 


Also of importance as it bears on the 
retail field is the Division of Standards 
and Research, headed by V. Lewis Bas- 
sie, of Chicago, who has been chief of 
the civilian requirements section of the 
OPM Bureau of Research and Statistics. 
Standards and Research imply cutting 
the number and standardization of sizes 
and resort to substitutes where they are 
practical. 

+ . *~ 


Move toward credit control to restrict 
consumer buying—and inflation in the 
opinion of some New Deal economists— 
was seen in a recent address in New 
York by RFC Chairman Emil Schram 
who is about to move into Wall Street as 
head of the Stock Exchange. Speaking 
before the National Retail Credit Asso- 
ciation, Mr. Schram warned of expanded 
consumer credit as the result of in- 
creased income from defense . employ- 
ment. < 

“Many persons believe that the ‘silk 
shirt’ era of the last war will not be re- 
peated—that the public has learned its 
lesson and will not be foolish again,” 
said Mr. Schram. “Time alone will tell. 
But the only safe course is to apply that 
proverbial stitch in time and persuade 
the people that the high wages of the 
present may not be of lasting duration 
and that never has the old philosophy of 
saving for a rainy day been so pertinent 
as right now.” 
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Good Business Booked 
At Des Moines Show 


Des Mornes, Iowa— Good buying 
characterized the two-day Mid-Summer 
Shoe Show sponsored by the members 
of the Iowa Shoe Travelers’ Association 
at the Hotel Chamberlain, here, June 
15 and 16. Two hundred and fifty ac- 
tive buyers was considered a conserva- 
tive estimate of the shoe dealers who 
crowded the show rooms Sunday and 
early Monday to order shoes and “take 
them when they could get.them.” 

“This show saw the definite end of 
hand-to-mouth buying,” H. D. Sanford, 
president of the association, said. “We 
found that buyers felt it was no gam- 
bling to anticipate their wants for 
next Fall and get their order in early. 
They were buyers—not lookers.” 

In women’s shoes, black suedes, with 
calf, and patent trims were the most 
popular. Merchants expressed satisfac- 
tion at the passing of the wedges and 
novelty heels. The trend toward west- 
ern type shoes as well as riding boots 
showed they had reached rural Iowa 
by the orders taken in tool-top cowboy 
shoes for women as well as young girls. 

The pump was the most popular 
style sold, with other step-in styles 
second. 

Sports styles in men’s shoes proved 
the best sellers, with brown especially 
popular in heavy shoes as well as 
moccasins. 

A movement was started to re- 
organize the shoe retailers of South 


Dakota, North Dakota, Iowa and Ne- 
braska for an organization that would 
be effective by January 1. A Mid- 
Winter show was planned for No- 
vember. 


Volume Up in New Store Move 


HUNTINGTON PARK, CALIF.—The new 
store of Barnett’s Bootery recently 
opened in this city, having been moved 
from a site a few blocks away, is prov- 
ing the wisdom of the move by show- 
ing a volume almost double of the old 
store. 


C.P.S.L.A. Outing and 


Tournament 
[CONTINUED FROM PAGE 23] 


But ample provision for non-players, 
including horseshoe pitching, cards, 
and the like, were provided, 

The dinner which followlig. and at 
which covers were laid for a“hundred 
and eighty was marked by entertain- 
ment, chorus singing and the distribu- 
tion of prizes to the golfers; horse- 
shoe players and numerous prizes 
for non-participants in either of these 
competitions. Few formal speeches 
were made, but introductions and ac- 
knowledgments of their activities in 
connection with the outing were made 
by Messrs Carfagno and Stiles, for 
their fellow workers. 

Altogether the event will pass into 
the history of this growing social organ- 
ization as one of its major successes. 


4) 
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Workshoes 
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MEN'S & BOYS 


Honest Value 

In Boery Pair 
‘S-HART, INC. 
KEENE, WN. K. 
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Cuban Sandals 





GENUINE JUSTIN 


4 BLACK 
: on TWO-TONE. 
Popular sellers for summer, these sandals 
give barefoot comfort with sturdy support 
of a well made shoe. Ideal for street wear, 
work, sports or auto travel. Made of smooth 
leather. Leather lined. % rubber heel. 
Priced to sell profitably at $5.00. In 
for immediate delivery. 


H. J. JUSTIN & SONS, INC. 
BOX 548 FORT WORTH 





stock 
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Moccasins 


| 
oe | 


a ee 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
* 
ALL POPULAR 
COLORS AND 
COMBINA- 
TIONS IN-STOCK 
SEND 
} FOR CATALOG 
SACO-MOC SHOE CORP.”22714"0 
New York Office—Reoom 430 Marbridge Bldg. 








Nunn-Bush Reports Earnings 


MILWAUKEE, Wis.—Net income of 
$133,638 for the six months ended April 
30, equal to 58 cents a common share, 
was reported June 12 by the Nunn- 
Bush Shoe Co. The company’s current 
assets totaled $3,332,968 as of April 
30, including $423,500 cash, against 
$1,136,032 current liabilities, including 
$300,000 notes payable. 
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Expect Large Attendance 
At Travelers’ Showing 


Detroit, Mich.— The annual Fall 
Shoe Fair, July 7 to 9, sponsored by 
the Michigan Shoe Travelers, is expect- 
ed to draw exceptional attendance from 
retailers in this territory because of 
the difficulty all have experienced in 
getting delivery definitely set on Fall 
shoes. This has aroused the interest 
of retailers generally in the necessity 
of making new plans for Fall buying, 
and travelers are conducting a cam- 
paign to concentrate selling at this 
Fair. 

Another factor in building atten- 
dance will be the absence of any other 
Fall show in the State for the first time 
in the last few seasons. Larger atten- 
dance from the western portion of the 
State is accordingly anticipated. 

The 14th floor of the Hotel Statler 
has been entirely sold out, and the 13th 
floor added to the Fair for sample 
rooms, the committee reports. Sam 
Kane, general chairman, and his two 
co-chairmen, David Brown and §S. S. 
Weiss, held a meeting to complete ar- 
rangements this past week. 

Programs listing all lines represented 
will be mailed to every listed shoe re- 
tailer in the State on July 1. 


Tanning Firm Holds 
Annual Outing 


Boston, Mass.—The annual outing 
of the Colonial Tanning Company was 
held on June 17. The most important 
feature of these outings has always 


been the annual ball game between the 
office workers and the shipping room. 
This year, however, owing to the ex- 
pansion of the patent leather division 
and the addition of the rapidly grow- 
ing split division, it was found neces- 
sary to hold elimination games, with 
the split division, shipping department, 
sorting department and the office, each 
having a team. After the eliminations, 
the final game was played between the 
sorting department and the office, with 
the sorting department the winner by 
a close score. Suitable prizes were 
awarded. After the ball game, the 
entire organization proceeded to the 
Toll House in Whitman for a steak 
dinner. The afternoon was spent at 
Oldham Pond in Pembroke, where boat- 
ing, swimming and various other ac- 
tivities were enjoyed. 


Hefflinger’s Entertain 
Basketball Team 


OmaHA, Nes. — Hefflinger’s, men’s 
shoe store, here, are strong on extra- 
curricular activities among its person- 
nel. This year the firm entertained the 
basketball team which won the City 
A.A.U. Tournament and successfully 
defended their Senior Mid-Western 
A.A.U. Championship, which entitled 
them to play in the National Tourna- 
ment at Denver. In this play-off the 
Hefflinger team won one game and then 
were put out by the Los Angeles team. 

The women’s table tennis team of 
the store won first place again this 
year in their league and the bowling 
team finished third. 





Father and Sons Join in 40th Anniversary 


Bethlehem, Pa.—Forty years > Paul Alexy founded his retail shoe firm in 


this city, coming here from P 


he had owned a small retail shoe 


store. This month, Mr. Alexy and his two sons, Samuel and Paul, Jr., comprising 
a fine father and son establishment, are celebrating the firm’s 40th business 


anniversary. 


The firm now has two stores, one at 209 East Third Street, managed by Samuel 
Alexy, and the other at 63 West Broad Street, managed by Paul, Jr. Both stores 
are under the close supervision of Paul Alexy, Sr., who spends much time at each 

established maintained 


to see that his are 


policies . 
Above, Mr. Alexy is at the right with his son Samuel at the left and Paul, Jr., 
in the background. 
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He Told ’Em to “Act Natural” 


Jimmy (John Howard), right, “fits” a 


pair of shoes on Swifty (Brod Crawford), 


in Universal’s picture, “Tight Shoes,” while Okay (Shemp Howard) looks on the 
proceeding with no little annoyance. 


“I’m going to let you direct yourself 
in this scene,” said Director Al Rogell, 
with a laugh. “Just be yourselves and 
act natural, and when I yell ‘action’ 
let’s see plenty of it.” 

That was all there was to it. It was 
on Stage 11 at the Universal studios, 
and the set was constructed in dupli- 
cate of the interior of a shoe store 
for the Damon Runyon short story, 
“Tight Shoes,” featuring John How- 
ard, Binnie Barnes, Brod Crawford 
and Anne Gwynne. According to the 
script there was to be a riot in the 
store, with a mob milling pell-mell 
about the place. 

“Okay, here we go now,” Rogell had 
his last-minute say to the hundred-or- 
so extras, “remember, it’s bargain day 
at the Emporium. Action!” 

No clerk who ever fitted a shoe or 
was on the floor during a clearance sale 
needs to be told what happened then. 

The doors were flung open and they 
poured into the place, shoving over the 
displays, knocking over the counters 
and each other, pushing, pulling, el- 
bowing, kneeing, no holds barred. 

A mad-house. 

It took just about one minute in 
running time to turn the place into a 
complete junk pile. 

“Cut,” yelled Rogell. The camera 
stopped rolling and everybody stopped 
what he was doing. “I can use that,” 
he laughed. 

But that was just the beginning of 
the prop man’s job. 

He had spent three days preparing 
the shop. The 1000 shoe “boxes in the 
place were not simply duds; they were 
all packed with shoes, borrowed from 
various Hollywood and Los Angeles 
shops, and they held brand-new, ex- 
pensive Spring merchandise. 

Following the scene, it was the job 
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of the prop man to remate and re-pack 
2000 shoes in the wildest sort of heap, 
make adjustment on any of the stock 
that had been scuffed or damaged in 
any way in the melee—and to play de- 
tective among all the extras to make 
sure he didn’t end up the day with a 
pair of well-worn old brogans in place 
of a twenty-five dollar pair of oxfords. 

For when a director tells a mob of 
extras to act “natural,” they’re just* 
human. 


Army Boot Awards 


Announced 


Boston, Mass.—Contracts to make 
1,000,000 pairs of rubber-topped arc- 
tics and 50,854 pairs of hip-length rub- 
ber boots for the regular Army were 
announced June 20 at the local Army 
Base, as the result of bidding on May 
28 and 29. Prices on arctics, ranging 
from $2.15 per pair to $2.25, and prices 
on the boots, from $3.35 to $3.50, were 
practically unchanged from those at 
which the last contracts were awarded. 
Successful bidders were: 

Arctics—Goodyear Rubber Co., Mid- 
dletown, Conn., 48,048 pairs at $2.15; 
Goodyear Footwear Corporation, Prov- 
idence, R. I., 51,600 at $2.15; Hood 
Rubber Co., Watertown, Mass., 200,000 
at $2.18; Converse Rubber Co., Malden, 
Mass., 50,000 at $2.19; LaCrosse Rub- 
ber Mills Co., LaCrosse, Wis., 43,200 
at $2.20; Endicott-Johnson Corpora- 
tion, Endicott, N. Y., 36,000 at $2.20; 
Cambridge Rubber Co., Cambridge, 
Mass., 50,004 at $2.225; Tyer Rubber 
Co., Andover, Mass., 48,000 at $2.23; 
Servus Rubber Co., 72,000 at $2.24; 
and United States Rubber Co., Nauga- 
tuck, Conn., 401,156 at $2.25. 

Boots—LaCrosse Rubber Mills Co., 





“Make a Date Now” 
and come to the 


Ist ANNUAL BALTIMORE 
SHOE FAIR 


July 13, 14, 15 


Lord Baltimore Hotel 
Baltimore, Md. 


200 lines of Fall and Winter 
shoes on display. 


Here is your real chance to 
pick your Future lines and 
styles in comfort at no ex- 
pense. 


Suggestion to exhibitors who 
haven’t signed up for this 
show— 


Do So At Once. 
Address all communications to 
LORD BALTIMORE HOTEL 
Room 348 
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5004 pairs at $3.35 per pair; United 
States Rubber Co., 25,000 at $3.40 and 
850 at $3.50; Hood Rubber Co., 10,000 
at $3.40; Tyer Rubber Co., 5000 at 
$3.43; Servus Rubber Co., 5000 at $3.45. 


“Tight Shoes” Promotion 
Proves Effective 


New YorK—An effective promotional 
tie-up was staged by Palter & Fitz- 
gerald, corrective footwear specialists, 
Livingston Street, Broooklyn, in con- 
nection with the New York prevue of 
“Tight Shoes,” movie dramatization of 
Damon Runyon’s short story, at the 
Rialto Theater. A small motion pic- 
ture projector was placed in the en- 
trance to the building adjoining the 
theater, and scenes from the picture 
were shown on the miniature screen, 
attracting a steady crowd of onlookers. 

On tables in front of the screen were 
exhibited various styles and types of 
shoes from the Palter & Fitzgerald 
stock, which comprises a range of sizes 
from 4 to 21 in men’s, and from 1 to 
13 in women’s, with widths from 
AAAAA to EEEEEE. A member of 
the firm or of the store staff was in 
attendance at all times to answer in- 
quiries and give information, and the 
results of the exhibition were consid- 
ered very gratifying. 





“SEND 139 PAIRS OF NU-GO!” 


so orders a progressive 


Eastern Store! When you come to the 


FIRST ANNUAL 
BALTIMORE 


SHOE FAIR... 


Quite naturally, you'll want 
to stay right at headquar- 
ters... the newest and larg- 
est hotel in the city. There 
are 700 exceptionally com- 
fortable rooms, but they will 
go fast. . 
write for your reservations 
TODAY! 


The march is on. Smart retailers 
everywhere are discovering this revo- 
lutionary new sandal as a boom to 
their business! 


Th ists NU-GO... 


it looks like the answer to Fashion's 
demand for smart, informal footgear. 
An exciting Sandal that your sales- 
le will take to, because it prac- 
tically sells itself to a customer. No 
bother, no rushing back and forth... 
just a simple, few-second demonstra- 
tion, and t's all there is to it. 


NU-GO Does This for Your Customer! 


Exercises feet, slims ankles, relieves 
fatigue, develops a graceful, rolling 
gait, strengthens leg and feet muscles. 


And They'll Be Reading About NU-GO 


VOGUE, MADEMOCISELLE, HARPER'S 
BAZAAR, PARENTS, ESQUIRE! 


TRY NU-GO at OUR RISK! 


Send for a sample pair of NU-GO Santai 
Bacreisers. Display them with our colorful dis- 
play cards for 10 daws. If they de not mect 
with the interest of your customers, send them 


. so be wise, 


back to ws at our expense, Fair enough? 


55 West. 42nd Street, New York City 
EELS LOE ES LEO EET REIS 


Obituaries 


W. G. Riley 


Cuicaco, ILt.—W. G. Riley, 59, sales 
manager of the Advance Wool Skin 
Shoe Company, of Manistee, Mich., 
with selling offices in Chicago, died, 
June 22, after a brief illness. He is 
survived by his wife, his son, Gale, and 
his daughter, Jeanne. 

Until his successor is selected the 
company has asked Fred Pfaff, who has 
been living in retirement in Florida, 
to come back and pinch-hit. Mr. Pfaff 
is well known to their large list of dis- 
tributors among the jobbers, whom he 
contacted for many years from coast 
to coast. 


William Porges 


Cuicaco, ILtt.—William Porges, a 
veteran member and one of the oldest 
(in point of years) members of the 
Chicago Shoe Travelers’ Association, 
died June 17 in the Michael Reese Hos- 
pital. Mr. Porges, a retired shoe mer- 
chant, was 85 years old at the time of 
his death, but despite his advanced 
age was active and a daily visitor at 
the Shoe Travelers’ headquarters until 
just a few days before his death. 

Mr. Porges leaves two daughters and 
a son, Leo, who is also a member of 
the Chicago Shoe Travelers’ Associa- 
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tion and representative for Red Cross 
Shoes. Funeral services attended by a 
number of members of the association 
were held June 20. 


Harry Pincus 

New York—Harry Pincus, retired 
shoe retailer, died at the Beth-E] Hos- 
pital, Brooklyn, New York, on June 20, 
1941. In addition to his retail activi- 
ties, Mr. Pincus at one time was a large 
property owner in Miami, Fla. He is 
survived by Mrs. Pincus, three daugh- 
ters and two sons. One son, Lester 
Pincus, is head of the Lester Pincus 
Shoe Corp., New York City. 


Joseph May 


NeEwarRK, N. J.—Joseph May, who 
for the past 50 years had operated a 
store at 593 Orange Street, Newark, 
and who had been in business for him- 
self for 52 years, died suddenly, June 
7. Mr. May had been active in the 
business up to the day of his death, 
and his passing was a great shock to 
his family and many friends. 


Mrs. Virginia Bailey 

CorRAL GABLES, FLa.—Mrs. Virginia 
Bailey, 22, died Wednesday in a Miami 
hospital after an illness of only three 
days. She was the bride of Sam Bailey, 
Jr., having been married less than six 


July 13, 14 end 15 


LORD BA 


IMORE 


BALTIMORE, MARYLAND 


months. Mr. Bailey is associated with 
his father, Sam Bailey, Sr., in the Sam 
Bailey Boot Shop, Flagler Street, 
Miami. 





New Promotional Slants 
[CONTINUED FROM PAGE 16] 


with and without bootmaker finish. 
(See RECORDER style story in March 29 
issue introducing the new bootmaker 
finish to the trade.) But other colors, 
too. Cordovan and bluejacket, to men- 
tion two leading ideas, to tone in with, 
or accent, all the tailored and casual 
tweeds in lovely greens, tans and beiges, 
blues, ete. Most popular of the blues is 
the grey blue, the air blue featured in 
the RECORDER early in May. Cordovan 
and bluejacket, as well as tan in vari- 
ous versions, will be smart accents for 
these clothes. 

With all the signs pointing to plenty 
of “Women in Uniform” in our midst 
this Fall, tailored shoes are gaining in- 
creasing momentum. Promotion colors 
for these types have real selling im- 
portance for you. The RECORDER says 
study your tailored shoe because it 
means extra business this Fall. 

And with all these colors, don’t for- 
get black. Black, very dressy and smart 
in black patent leather on high and low 
heels, successfully elasticized. Black in 
crushed leathers for a high fashion 
thought in tailored shoes. 
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Wren experienced manu- ; 
facturers and retailers think of = iis ls al ae BE 
sound construction, particularly - SE yD oo 
on lightweight, open toe and ae rperecine 
open heel types of footwear, 
they think of UNISHANK INSOLES 
as the dependable way to com- 
bine rigid heel and shank sup- 
port with true forepart flexibil- 
ity. Unishank Insoles provide 
maximum strength where it is 


. 
. > 


needed most. 


UNISHANK 





Classified and Want Ads 





SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 











SALESMAN WANTED 
For Louisiana and Arkansas, must be man 
experienced in selling footwear on the 
road and who is interested only in a 
permanent and a more profitable connec- 
tion. 
ADDRESS: 


SHUSTILES, INCORPORATED 








1214 Washington Avenue, St. Louis, Mo. 





SAL .ESMAN WANTED ae! FIRST, AT 
LAKE PLACID, NEW YORK: Experi- 
enced retail a ay — to sell. furnish- 
ings also; Giv ence and reference. 
F. B. GUILD, INC., “LAKE PLACID, NEW 
YORK 





WANTED: SALESMEN to carry nationally 

advertised, well established line of Men’s 
and Women’s Rubber Sport Shoes in popular 
priced lines. Preferably established salesmen 
with slipper and play shoe following. Real op- 
portunity for connection with well established 
concern. iberal commission. Apply at once. 
Write giving full details. Address $195, care 
Boot & Shoe a. 100 East 42nd Street, 
New York, 


ALESMEN WANTED — for Oklahoma, 
Arkansas; sideline of wholesaler’s instock 
staples—men’s, boys’, ladies’, sports, children’s 
rubber footwear, house slippers. References. 
Box $194, care Boot and Shoe Recorder, 1627 
Locust Street, St. Louis, Mo. 


ULF STATES, EASTERN OHIO, WEST- 
ERN PENNSYLVANIA, NEW YORK, 
WEST VIRGINIA, open. Well known, finest 
grade cement process dress shoes and Goodyear 
welts. Complete stock. Liberal commission. 
Drawing accounts out. Address 2199, care Boot 
. 4 — cae 100 East 42nd Street, New 
ork, i. . 











SIDE LINES SALES'N WTD. 








SIDELINE SALESMEN WANTED 


for the fastest selling line of popular priced novelty 
and staple slippers. ‘Territories available—Texas, 
Georgia, North Carolina, South Carolina, 
Louisiana, Mississippi, Kentucky, Tennessee, In- 
diana, Ohio, West Virginia and Virginia. Straight 
commisson. State references in first letter. 


Address 200, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











S ALESMAN, well acquainted Eastern Sea- 
board, Chains, Jobbers, Department Stores, 
seeks new connection. Address £203, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





SAL ESMAN—23 years’ experience selling all 
classes of trade in Middle Northwest. Draw- 
ing account ag c Address 2201, 
care Boot & ag Recorder, 100 East 42nd 
Street, New York, =. 








POSITION WANTED 


ADVERTISING — PUBLICITY — PROMO- 
TIONS MAN available at once; now with 
large Eastern Family Chain; desires locale out 
of New York. Age 34, married, and draft ex- 
empt. Address $204, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 








Y OUNG LADY, Office Manager; full charge 
hookkeeper; secretary-stenographer; unusual 
executive ability; relieve busy executive details. 
Long experience Shoe Chain organization; thor- 
oughly familiar all branches shoe routine. Will 
go out of town. Excellent references. Address 
2202, care Boot & Shoe a) 100 East 42nd 
Street, New York, N. 





FOR SALE 





CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 


CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 








SHOE STORES WANTED 


Unusual references on request. 








BUYERS OF 


MANUFACTURERS—R = ILERS 
SURPLUS STOCK 


for an aE 
Branded or unirandod,. Generous pris 
BARSH & CEASAR 


S 
19 N. Fourth St. Philadeiphia, Pa. 
Phone Market 1666 








SINGLE box shelving; modern Chrome Chairs, 
at sacrifice. RED CROSS SHOES, 998 
— Bivd., Bronx. Telephone: DAYTON 





HOTELS 


WE BUY 
Entire or Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver. Queen Quality, Bos- 
tonians, Stetson, Red. Cross, Nunna-Bush, Btec. 


ERVIN SUSIn 


89 Reade _ an + 
Phone Barclay 7-7887. New York City 








Buyers of Surplus Stocks 
ot On ee ee © oe, eae tee 
QUANTITY NO OBJECT ‘ 


KIRSCH-BLACHER CO.. Inc. 


106 Duane St. New York 
Phore WOrth 2-5377 and 5378 

















HELP WANTED 


ANTED—Cutting room foreman by Manu- 

facturer of Novelty Shoes and Slippers, lo- 
cated in Central Massachusetts. Permanent posi- 
tion. State age, qualifications, references, and 
salary expected in first letter. Address $205, 
care Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 








Named Agent for Nunn-Bush 


Fort WAYNE, IND.—Robert Kigar, of 
Patterson-Fletcher Company, has been 
named the new Indiana resident agent 
for Nunn-Bush Shoe Company, a Wis- 
consin corporation. 





BEST PRICE PAID FOR SHOE 
STORES AND SURPLUS STOCK 


ALSO PURCHASE GENTS’ FURNISHING, 
CLOTHING AND OTHER MERCHANDISE 


HENRY YOUNG 
1055 Summit Ave., Bronx, New York 
Telephone Topping 2-5895 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
== Advertisements for this page must be in our New York office on Friday of the week preceding publication. -oe 


shoyjd be added for the address. In all other cases 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 14] 


have to establish the public price 


Once established, it will have to run for a season because 


moving from the factory, turn over quickly in the store 
and walk across the fitting stool in economic, efficient 
streamline. So the merchant’s major problem is solved, in a 
way, by other men on whom he is dependent—not only 
for merchandise but counsel and price decisions. 











Hotel William Penn 


Kindly make room reservations early. A limited number of 
air-conditioned rooms are avaiiable—first come, first served! 
inquiries promptly attended to. 


Rooms for one, from $3.50 . . 
GERALD P. O'NEILL, General Manager 


The Statier-operated 


. for two, from $5.00. 
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N.R.D.G.A. Issues 


Merchandising Study 


New York—The 1940 edition of “De- 
partmental Merchandising and Operat- 
ing Results of Department Stores and 
Specialty Stores,” has been issued by 
the Controllers’ Congress of the Na- 
tional Retail Dry Goods Association. 
The study is an annual one and has 
been issued since 1926. It is recognized 
in the retail trade as an authoritative 
analysis of department operations. 

Department stores are classified in 
the following groups: annual sales vol- 
ume of $500,000 to $1,000,000; $1,000,- 
000 to $2,000,000; $2,000,000 to $5,000,- 
000 ; $5,000,000 to $10,000,000, and typ- 
ical and goal figures are given for 
each group. Specialty stores with an- 
nual sales volume over $500,000, and 
those with volume below $500,000 are 
studied in the same way. Summary of 
departmental profits or losses,, 1938 
through 1940, and supplementary data 
on 1940 operating results are included. 

An interesting analysis of the re- 
sults, with interpretations and observa- 
tions on the survey and on the year’s 
operation is included in the book. A 
summary of these observations reads 
as follows: 

“In 1940 department and specialty 
stores increased their 1939 operating 
profit 0.7 per cent. This was achieved 
by a 0.1 per cent increase in gross 
margin and a 0.6 per cent decrease in 
expenses. It is probable that the de- 
creased expense ratios was influenced 
largely by increased volume rather than 
accomplished by more rigid expense 
control. This supposition is strength- 
ened by the fact that the expense item 
showing the greatest decrease was Oc- 
cupancy, principally a fixed expense 
for most stores. 

“As this report goes to press, the 
published Federal Reserve Board fig- 
ures on department store sales indi- 
eate that a gain of 14 per cent was 
experienced for the first five months 
of 1941. On the premise that the re- 
maining part of the year will show 
about the same degree of improvement, 
operating profits should be in excess 
of 3 per cent, provided the emphasis 
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of expense control is placed on dollars 
of expenditure rather than percentages, 
and provided, further, the government 
takes no steps to limit margins or to 
restrict materially purchasing power.” 

The book, altogether, is highly in- 
formative, and offers a guide to re- 
tailers toward inore successful opera- 
tion. It may be obtained by applying 
to the Controllers’ Congress, National 
Retail Dry Goods Association, 101 West 
81st Street, New York. 


New Officers of California 
Shoe Retailers Association 


San Francisco, Ca.ir. — Officers 
elected for the ensuing year at the re- 
cent annual convention of the Cali- 
fornia Shoe Retailers Association are: 
Carol S. Wills, president; W. Rus- 
sell Werner, vice-president and trea- 
surer; William R. Ahern, secretary. 
Directors, one year term: Lloyd Baird, 
Fresno; Ray Garwood, Berkeley; Ray 
Johnson, Pasadena; Mrs. Alice Peter- 
son, Santa Ana; James Renetzky, San 
Luis Obispo; Carol S. Wills, San Fran- 
cisco. 

Two-year term: Hyman Abrams, 
Santa Cruz; Clarence Fontius, Los 
Angeles; Paul Jesberg, Los Angeles; 
Harry Locey, Visalia; James Spain, 
San Bernardino; W. Russell Werner, 
San Francisco; Arthur Weston, Oak- 
land; Russell Williams, San Diego. 

Three-year term: Will Allen, Porter- 
ville; Frank Dunne, Stockton; Chester 
Herold, San Jose; Michel Levy, Santa 
Barbara; William Shiverts, Oakland; 
Herbert L. Sommer, San Francisco; 
H. A. Ballentine, San Francisco. 


Grand Rapids Show 
Discontinued 


GRAND Rapips, MicH.—For the first 
time in three years, there will be no 
Summer Shoe Fair held at the Pantlind 
Hotel, here. There has long been dis- 
sension about the Fair, and so Grand 
Rapids and vicinity cast its lot with 
Peoria and Milwaukee and combined 
their showings at the Chicago event. 


Dickerson Adds to Factory 


CotumBus, On1I0— The Walker T. 
Dickerson Shoe Co., 326 South Front 
Street, has begun work on a one-story 
factory addition to increase the firm’s 
manufacturing capacity approximately 
15 per cent. Walker T. Dickerson, 
president, said the new structure will 
be in the form of an “L” across the 
rear of the present building. It will be 
40 feet in width and 80 feet long, pro- 
viding 3200 additional square feet. 


New Heel Plant Starts 
Operations in Los Angeles 

Los ANGELES, CaLir.—Generai 
Boards Co., manufacturers of “Genco,” 
a patented heel product, have started 
operating a heel-making plant in Los 
Angeles under the name of General 
Heel Co. This plant is now producing 
around 4000 pairs of heels per day for 
the company’s various customers in 
southern California. Capacity of this 
plant at the present moment of oper- 
ating two full shifts is around 7000 
pairs daily. 

This converting plant in Los An- 
geles is maintained for the purpose of 
serving the West Coast so that they 
will have a local manufacturer with 
whom to discuss their problems and 
from whom they may receive speedy 
service and shipment. It has proven 
very advantageous to the industry 
here and has done all it was intended 
to accomplish. Manufacturers in other 
parts of the country are furnished with 
“Genco” heels through the Vulcan Corp. 

The development of “Genco” is 
unique. It is not a product which was 
adapted to the shoe industry, but is 
one that was developed and designed 
for heels, taking into consideration all 
the necessary qualifications. After 
much trial, wear tests, and extended 
research, the product was perfected. 
In its present state it has been used by 
a great many manufacturers through- 
out the country. Already more than 
3,000,000 pairs of shoes have been made 
with “Genco” heels, mostly in wedges 
of all heights. 





And how can you get 
More of it for your 
Children's shoe business? 


Isn't it a fact that the average 
person—the worker—is now get- 
ting—and will continue to get—a 
fatter pay envelope? And doesn't 
it logically follow that the aver- 
age mother will seek better shoes 
for her child? 


Certainly! — indications point to 
the biggest quality children’s 
shoe business in history! 


This Fail you can put Jess empha- 
sis on price—and more emphasis 
on the child's foot health! 


Why not feature Dr. Posner's Sci- 
entific Shoes—the shoes that have 
helped millions of children to cor- 
rect “Body Balance”—and better 
foot health since 1888. 


More than 50 years of juvenile 
shoe experience is at your service 
—to help you get set right. Let us 
sit in with you for a discussion— 
any time and any place. 


FOR BOYS — AND GIRS 





A Buying ATT Cs 


BOOTS AND SHOES 


BANCROFT-WALKER, Waltham, Mass.... 
BELLAIRE SHOE COMPANY, Portland, Me.... 
CONNEL, J. M., SHOE CO., Braintree, Mass. 
COON, W. B., CO., Rochester, N. Y.............. 
ELAM, F. S., SHOE CO., Rochester, N. Y. 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 
GERBERICH-PAINE SHOE CO, Mt. Joy, Pa... 
GOODWILL SHOE CO., Holliston, Mass. 

JUSTIN, H. J., & SONS, INC., Fort Worth, Texas 
KRiIPPENDORF-DITTMANN CO., Cincinnati, O. 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 
NU-GO FOOTWEAR CORP., New York City... 
PETERS SHOE COMPANY, St. Louis, Mo...... 
PINCUS, LEATER, SHOE CO., New York, N. Y... 
POSNER, DR. A., SHOES, INC., New York City 
ROBERTS-HART, INC., Keene, N. H..... 
SACO-MOC SHOE CORP., Portland, Me. 

SUPERIOR SHOE CO., Chicago, Ill... .. 
TRIMFOOT CO., St. Louis, Mo........ 

UNITED STATES RUBBER CO., INC., New York City... 


LEATHER AND OTHER MATERIALS 


ALFRED VAMOS, New York City 


AMALGAMATED LEATHER COMPANIES, INC., ‘Wilmington, Del. 


ALLIED KID CO., Boston, New York, Philadelphia. . 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 
OHIO LEATHER CO., Girard, O.. 
SURPASS LEATHER CO., Philadelphia, Pa. 
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MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


CAVALIER CORP., Baltimore, Md. 


DU PONT, DE NEMOURS, E. t:, & GO., INC., Arlington, N. J. 


LYONS & COMPANY, New York City. . 
UNITED LAST COMPANY, Boston, Mass. 
UNITED SHOE MACHINERY CORP., Boston, Mass. 


38 
36 
41 
34 


STORE EQUIPMENT AND ACCESSORIES 


SCHOLL MFG. CO., INC., Chicago, Ill. 


MISCELLANEOUS 


BALTIMORE SHOE SHOW, Baltimore, Md. 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa.. ’ 
CAMITTA SHOE COMPANY, Philadelphia, Po. 
HOTEL LENNOX, St. Louis, Mo.. 

HOTEL WILLIAM PENN, Pittsburgh, Po. 

HOTEL LORD BALTIMORE, Baltimore, Md... . 
KIRSCH-BLACHER CO., INC., New York City 
MARBRIDGE BUILDING, New York City....... 
RUBIN, IRVIN, New York City 


etsetssesesees 


Boot and Shoe Recorder 





NEW ... PRACTICAL... SMART 


FALL VERSION 
OF THE 
POPULAR 
BOOTMAKER 
FINISH 





Especially developed for the stained effects which highlight Foll toil. 
ored and sports types, Amazon gives a new fresh stimulus to this 
important trim. Manufacturers and retailers alike agree that Amazon's 
beautiful crushed surface makes it the ideal leather for bootmoker 
finished shoes. Vital and vibrant in its original color No. 380, it offers 
new opportunities for hand staining. This Fall the demand will be for 
hand-stained Amazon . . . No other leather has quite the same appeal! 


AMALGAMATED LEATHER COMPANIES, INC. 
WILMINGTON, DELAWARE 21 SPRUCE STREET, NEW YORK 





Official Dneso 


FoR BOY SCOUTS 
GP ovicia/ BOY SCOUT stoes 


Ths Fall will see more Boy Scouts, more interest in 
Scouting than ever before, and an intensive drive 
by the great Boy Scout Organization to get every 
Scout correctly dressed, from head to foot, in the 
Official Boy Scout uniform. Gerberich-Payne is help- 
ing to bring this message to 300,000 boys with 
advertising in Boys’ Life. As the National Defense 
Program moves forward, every boy in America will 
thrill to Scouting, the uniform, and all that it means, 
making Gerberich’s Official Boy Scout Shoes your 
outstanding specialty promotion this Fall. Merchants 
in every state in the Union are building an impor- 


tant part of their sales on them. Gerberich has 13 
Official Boy Scout Shoes In-Stock, everyone typical 
of Gerberich quality and workmanship. The com- 
plete Gerberich line includes Gerberichs, Stride Rite 
and Junior Arch Preserver. 


Scout Style No. 922 


Official Boy Scout Brown Elk 

Moccasin Oxford, Lined, Raw- 

cord Soles, Rubber Heels, 

Mocco Last. Widths A, B, C, 

D and E. Carried in Big Boys’ 
sizes, 6'/2 to II. 





